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Abstract 
Do skyscrapers and the shopping malls adequately reflect the touristic identity 
of Kong Kong? Can alternative attractions or destinations add value to this identity? 
Having a colonial background and originating as a fishing village, Hong Kong 
possesses much heritage which has not been fully utilized and that could be 
incorporated within the overall gamut of tourist attraction. With sustainable growth 
of alternative tourism world wide and a growing concern over conservation at 
destinations, there is a need for us to diversify the product base in order to maintain 
destination competitiveness. To this end, heritage tourism seems to be one of the 
options. When this is done, marketing and management of resources at such 
destinations could be the essential elements for a successful promotion. 
This study examines how community initiatives can promote the destination 
when management ingredients are integrated. A local destination, Tai O, an outlying 
island in Hong Kong is selected based on its unique rural setting and its history as a 
fishing village. In order to market and manage heritage tourism effectively, both the 
demand and supply of the site are examined with information gathered from 
questionnaires, documentary and in-depth interviews. 
ii 
On the demand side, the focus is to study the development of market segments 
by using statistical tools like, the factor analysis-cluster analysis approach. The pull 
motivations are the criteria for the classification. The socio-demographic, traveling 
pattern, perception and satisfaction of each segment is similarly examined and 
compared. Following from these, 22 attributes are selected and assessed based on the 
market appeal- robusticity matrix, the attractiveness and the carrying capacity of the 
attributes are considered to elucidate the degree of conservation and promotion that 
could be warranted. Furthermore, information including local perception, concerns 
and attitude towards tourism development are examined so as to maximize local 
benefits which will fulfill the objective of community-based tourism. 
The study identifies four market segments, including novelty seekers, gazers, 
health seekers and the undefined group. The segments differ in terms of 
socio-demographic factors, travel pattern and their satisfaction level. While the 
novelty seekers represent the target market, the gazers capture potential to become 
heritage tourists. Thus the study identifies the presence of market for heritage 
tourism, though it remains small and untapped. Assessment of the supply identifies 
the tourism potential of Tai 0,s resources. Some attributes were identified as primary 
attractions. While some attractions could be developed as individual attractions 
iii 
through appeal and robusticity widening, others which lack adequate attractiveness 
are recommended to be promoted as packaged bundles or reserved for uses 
alternative to tourism activities. Regarding the local attitude, the study discovered 
that the locals are enthusiastic participators though not conversant with the concept 
of heritage tourism. They concur that tourism brings more good than bad benefits to 
the community and to this date, not much disturbance has emerged. Based on the 
three dimensions, the study suggests the enlargement of the novelty seekers' market 
share, empower and equip the local community for participation, and implementation 
of supportive policy. Furthermore, to enhance attributes' robust, selective marketing 
and introduction of soft interventions to reduce fluctuation and congestions at 















(Factor Analysis-Cluster Approach)，把大澳的遊客分成不同的市場組成部份°而 
那些拉力的動機是分類的標準。分類後的各個組別的社會及人口特徵，旅遊的 
模式、感觀以及滿足程度都會被調查及比較。然後，通過市場吸引力-魯棒性距 
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Chapter 1 Introduction 
1.1 Background of heritage tourism 
Tourism, one of the most important industries in the world (Bowes, 1989; 
Confer et al., 2002; Russo and Borg, 2002; Bansal and Eiselt, 2004) is an activity 
which allows visitors to experience a different life from everyday routine (Chhabra, 
2003). Yet a new trend of tourism had been raised by Krippendorf (1987). In this 
new trend, tourism is moving towards a more educational travel that contains 
meaning, respects humanity and provides opportunity for leisure elements and also 
communication (Krippendorf, 1987). Together with the increasing diversity of 
traveling interest in the recent decades (Douglas et al, 2001), the component of 
tourism has been evolving, from solely leisure travel three Ss (namely the sun, sand 
and sea) based tourism to more educational, more experiential, and placing humanity 
and respect of the local community at a higher position (Krippendorf, 1987). This 
exerts similarity with Opaschowski's (2001) suggestion that visitors wish to obtain 
emotional stimuli rather than simply tourism product. While all the above elements 
can lead to sustainable tourism (Moscardo, 1996), can heritage tourism fulfill these 
goals? 
Heritage tourism as a form of sustainable tourism is being classified as a type 
of special interest tourism, which provides visitors a chance to learn and to 
experience the destination's culture and history (Zeppel and Hall, 1992; Richards, 
1994; Craik, 1997; Williams, 1998). Recently, heritage tourism has become 
increasingly popular and has assumed the context of supply and demand within the 
wider tourism industry (Bowes, 1989; By water, 1993). While heritage is something 
1 
that is inherited, it is literally referred to as "things of value which have been passed 
from one generation to the next" (Parks Canada, 2005). Many proponents of heritage 
tourism have packaged it as attractions largely dominated by history and literacy 
figures or landscape features. Furthermore, associations with historic persons and 
landscape features are also used as promotional themes across England (Prentice, 
1994). 
Given the diversity in heritage tourism, this study intends to investigate 
whether or not heritage can similarly be marketed, managed and promoted alongside 
the buoyant mass tourism themes that Hong Kong is known of. Where heritage 
tourism has become a component of a wider tourism industry, it should be taken 
seriously for promotional as well as protective purposes. As the Hong Kong tourism 
industry has recently increased search for additional and complimentary attractions 
for its tourism industry (Tung, 1998; 1999), can heritage be at the core of this "new" 
tourism product? Can the product be articulated and marketed under the ambit of 
heritage? Generally in tourism, the term heritage means not only landscapes, natural, 
history, buildings, artifacts, cultural traditions etc, which are literally passed on from 
one generation to the other, but those among these things which can be portrayed for 
promotion as tourism products. 
Heritage tourism is one of the growing niche markets in the tourism industry 
world wide (Berroll, 1971; Bywater, 1993; Naisbitt, 1994; Chang et al., 1996; 
Thorbum, 1996; Stebbins, 1996; Prentice, 2005), and has gained considerable 
attention in the academic literature (Balcar and Pearce, 1996; Fyall and Gorrod, 1998; 
Herbert, 2001; Poria et al” 2001). Countries including Canada have realized the lack 
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of attention placed on developing the countries' heritage, and have started focusing 
on this field in order to maintain their competitiveness (Longwoods, 2003). Although 
in Hong Kong the resource base and the activities of tourists can be linked to 
heritage tourism, there is no systematic study articulating destination resource issues 
and marketing and managing heritage tourism. As a result, this study intends to fill 
the knowledge gap. 
1.2 The growth of heritage tourism 
The growth of heritage tourism is a result of general increase of education 
level, technological advance which facilitates fast and convenient travel and better 
understanding of the world and the discovery of new destination attributes (Timothy 
and Boyd, 2003). Rapid pace of globalization also accounts for the phenomena, as 
cities are trying to strengthen their uniqueness to consolidate their competitiveness 
among the increasingly homogenous world (Harvey, 1993). To this end, 
reconfiguration of heritage stock and repackaging is carried out (Chang and Yeoh, 
1999). Furthermore, with globalization that modifies visitors' preference of traveling, 
more diversified experience is preferred (Stradas, 1994; Beedie, 2003). These 
contribute to a shift of traveling trend with travelers no longer focusing on the 3 Ss, 
aspect of travel and tourism (Glassson, 1994). Consequently, more travelers and 
tourists are seeking destinations that contain cultural and heritage elements (Richards, 
1996). It is thus recommended that, societies should diversify their product base in a 
way that both “old” and “new” products could be at an appropriate mix (Ewert 1989; 
2000). This means the diversification of tourism base would be beneficial to the 
destination's sustainable tourism growth. 
3 
Understanding this trend therefore, decision makers, researchers and scholars 
are confronted with the task of using this momentum to lure more tourists to 
destinations that will provide them with satisfaction and positive experience. Will 
this trend be beneficial to the Hong Kong tourism industry? In fact can Hong Kong 
manage and package products that can satisfy heritage tourism in a sustainable way? 
Statistical data has supported the growth of heritage tourism, by European, 
American and the British visitors who are showing much interest to trips containing 
cultural and heritage elements (Travel and Tourism Executive Report, 1997). 
Between 1970 and 1991, the number of European heritage visitors show over 100% 
increase (Irish Tourism Board, 1998). Such increases have also been shown in the 
Caribbean Islands and other destinations (Weaver, 1991). 
In Hong Kong, though the number of visitors has been increasing especially 
after the introduction of the “Individual Visit Scheme" targeted at the mainlanders, is 
there a need to follow suit in attempting to widen the tourism product base? 
According to a study in 2001 by the Hong Kong Tourism Board (HKTB), about 34% 
of visitors to the Hong Kong Special Administrative Region (HKSAR) are interested 
in heritage products, while some recent studies revealed that around one third of the 
visitors participated in some form of cultural activities (du Cros, 2004). 
Acknowledging the increasing demand for alternative tourism, the need to diversify 
the product base through the utilization of heritage was highlighted in the 1998 and 
1999 Hong Kong Chief Executive policy addresses (Tung, 1998; 1999). 
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Although the context of heritage tourism is not new, having been observed 
several hundred years in Europe and other regions (Towner, 1985; 1996; Prentice, 
1994; Richards, 1996; Marsh. 1989), Butler (1997), scholars have recognized that 
the characteristics of heritage tourism changes over the years. If this type of tourism 
is observable in Hong Kong, will it change over the years? Is there scope for its 
continuous management and marketing? While the earlier patronage of heritage 
tourism was by the middle class (Tower, 1985; 1996), the market is now open to the 
general public, making the number of participants to increase (FButler, 1997). 
Although many destinations and participants are looking for authentic travel 
experience, it is not always available with the growth of heritage tourism 
(MacCannell, 1976). Very often staged events which are termed as "pseudo-events" 
aiming at satisfying visitors' demand always emerged (Boorstin, 1964) had limited 
relation to the actual function in daily life (wikipedia, 2006), and they can only be 
considered as real if one's perception had been influenced by the image projected by 
the mass media (Boorstin, 1964). 
Consequently, the demand for heritage tourism is growing and similarly the 
supply is increasing starting from the 'Heritage boom' of the 1960s (Toffler, 1964). 
In the 1980s, numerous small scale commercial based heritage attractions emerged 
as an important component of the tourism industry and thus a new trend appeared. 
Given this trend in growth, a number of scholars (Richards, 1994; Hill and 
Spain, 2004), stated that the development of heritage tourism can bring about huge 
benefits to the community. Richards (1994) proposed the diversification and 
categorization of visitors in terms of time and space. If this is done, it can help to 
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prevent overcrowding at sites, provide good experience and contribute to the growth 
of sustainable tourism. According to Richards (1994), it can also be used as a tool to 
raise the community's awareness of their culture and own heritage resources. Given 
that this is the case, can these phenomena be achieved in Hong Kong? Is it possible 
to classify and categorize tourists at destinations and heritage resources? It is this 
and other questions raised here that this study is set to investigate. 
1.3 Research question 
The growth of heritage tourism has assumed a world wide phenomenon 
(Stebbins, 1996; By water, 1993; Naisbitt, 1994; Thorbum, 1996; Prentice, 2005) and 
Hong Kong's marketing agency also acknowledged such a trend (du Cros et al, 
2004). The expanding niche market has also captured the attention of many countries 
including the HKSAR (HKSAR, 1998, 1999 and 2004). HKSAR Government 
desires to develop heritage tourism as further means to consolidate Hong Kong's 
position as an important international city and popular Asia traveling destination 
(HKSAR, 1998, 1999 and 2004). 
In order to capture this growing niche market effectively, a number of studies 
have been conducted. Yet, the study on heritage tourism is found to have the 
following inadequacies: 
1. Most Studies focused on the resources issue of the destination through the 
assessment of the resources, which are named as supply-side study (Smith 
and Turner, 1973, du Cros, 2000; du Cros et al., 2004 and Li and Lo,. 2004). 
However, this is not adequate for thorough understanding of the market 
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situation as a number of studies indicated that both push and pull factors 
could affect traveling to the decision (Kim and Lee, 2002 and Kim, et al., 
2003). Examining simply the supply of a destination cannot ensure the 
provision of successful promotional initiative as the resources supplied 
might not meet the market demand. 
2. Furthermore, most supply side based studies often fail to put both the 
economic interest and the capacity into consideration in a systematic way 
when assessing the resources, although this move is beneficial for 
sustainable heritage tourism development (du Cros, 2001). 
3. In addition, much of the supply-side based studies had adopted a narrow 
concept of heritage (Borg et al, 1996). In many supply-side studies, the 
influential role of resources on visitors experience has quite often been 
ignored (Browes, 1989; du Cros, 2001; Mckercher, 2001). In order to 
enhance the marketing and management of a site, there is a need to take a 
holistic approach by integrating elements from both the demand of visitors 
and the resource supply the site can offer. As both the elements affect the 
overall traveling experience, consideration of both natural and cultural 
resources of a site can be useful for the diversification of visitor experiences. 
4. Several scholars aimed at examining visitor's behavior, mostly related to 
aspects of mass tourism. Though some studies of alternative tourism also 
took visitors' behavior as core research themes (Kim, 1993; Kim et al., 2003 
and Tao et al, 2004), there is no significant study that aimed at exploring 
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heritage tourism from a demand-side approach or integrating both the 
demand and the supply of any particular site. In Hong Kong, there is a 
dearth of research aimed at understanding visitors' behavior, although some 
tourism studies had focused on China mainland visitors' motivation 
focusing on a mass tourism perspective (Ahang and Lam, 1999). This 
implied that though the government realized the potential of heritage 
tourism in Hong Kong, no systematic research has been carried out to 
uncover Hong Kong's potential market demand and assess visitors' 
patronage and the outcomes. 
5. Though some supply side assessment studies related to heritage tourism had 
been carried out in Hong Kong, the sites chosen were mainly located in the 
urban area (du Cros, 2000), and also the North West New Territories (Li and 
Lo, 2004). While these areas contain precious heritage resources, the 
outlying islands have been overlooked. Most the outlying islands, originated 
from fishing villages possess much valuable attributes (HK Travel, 2006). 
Another comparative advantage of developing the outlying islands is that 
they face less pressure on urban encroachment. Thus, rather than having 
piecemeal attributes embedded in the urban landscape, the assets capture 
higher level of integrity (HK Travel, 2006), which can enhance the appeal 
of the islands as a heritage tourism destination. 
6. Even though studies have been carried out to investigate the revitalization of 
Tai O, an outlying island in Hong Kong (Hong Kong Planning Department, 
2001; 2001b), the assessment of the resources has not taken the robusticity 
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of each of the sites into consideration. This results in loopholes for future 
management. Furthermore, the studies did not originate from a heritage 
tourism perspective, rather, the overall aim was to revitalize the site, and 
thus, no investigation was carried out over the site's market demands. Yet as 
a historic fishing village with unique setting, further exploration of its 
heritage tourism potential can be fruitful. 
1.4 Conceptual framework 
This study primarily focuses on studying heritage tourism and the need for its 
promotion, management and marketing. In order to address the questions raised, 
there is the need to know who the visitors are, what activities they participate in, 
what motivates them to travel and what are their perception over the sites they 
visited (Ashworth, 1989). These questions can be answered by investigating the 
demand-side of the study. In order for promotion to be comprehensive, management 
implications should be integrated. To achieve this goal, the study also addresses the 
supply-side of heritage tourism (Botho et al, 1999). 
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Figure 1.1 The framework of the study 
A brief scheme of the conceptual framework is given in Figure 1.1. The 
conceptual framework is designed to study the essence of demand and supply, 
marketing and management of Tai O with a view to articulating a framework for 
sustainable heritage tourism. 
As indicated in the framework above (Figure 1.1), the study consists of two 
major parts, the demand and the supply components. The demand side of the study 
mainly analyzes the market demand of Tai O; while the supply side serves the 
purpose of reviewing the carrying capacity of each of the site attributes and the 
social capacity of the local community. Data derived from both sections will then be 
10 
integrated for the formulation of an integrated management and promotional 
framework. 
In identifying the demand aspect of tourism, assessment will reflect different 
stages of the visitors trip which include before, during and after (Chen and Hsu, 
2000). Data for ‘before’ the trip is simply the motives of the visitors which can be 
quantified as including the “Push” and "Pull" factors that encourage the visitors to 
take the trip. The result will be used for the generation of market segments. The data 
generated enhance the understanding of the need of visitors which could be 
integrated for the formulation of the attributes and the image that is to be further 
promoted. Furthermore, visitors' image and perception on the site together with the 
channel which they utilized to collect information of the destination before the trip 
can also be assessed in this section, thus yielding market implication (Chon, 1991; 
Echtner and Ritchie, 1991; Alhemoud and Armstong, 1996; Sirgy and Su, 2000; 
Dwyer and Kim, 2003). 
The second part, during the trip, focuses on visitors' behavior, including their 
travel pattern (season, duration, and companion) and the activities they participated 
in during the trip. While the last section evaluates visitors satisfaction and future 
travel plan. Regarding the analysis over satisfaction, only the overall trip satisfaction 
and their satisfaction over the attributes were examined. Factors including the price 
level and the hospitality factors are beyond the scope of this study. The result 
generated from the second and third sections together with the socio-demographic 
information of the visitors can then be used to differentiate how market segments are 
different from one another. Furthermore, the traveling pattern and also their 
11 
knowledge of the site attributes also provides information on when and where the 
demand require special attention, thus, yielding implications on the enhancement of 
management over the site. 
The supply-side of the study, can be split into two individual sections, 
including the resource assessment and the assessment of local attitude. Resources 
can be classified into endowment or core resources, created resources and supporting 
resources (Dwyer and Kim, 2003). In this study, only the endowment resources will 
be examined as the core resources of a site often provide the largest motivation for 
visitation (Crouch and Ritchie, 1999). The resources assessment will be done after 
the attributes are carefully selected from the resource inventory and audit. 
The resource assessment requires the utilization of market-appeal robusticity 
matrix to identify their strengths and weaknesses (du Cros, 2000; Mckercher and du 
Cros, 2002; Li and Lo, 2004), thus providing necessary suggestion on both 
marketing and management and highlight of the attributes that will help see 
destination to distinct itself from other alternatives. Part of the process aims at 
finding out the degree of attractiveness of the attributes. This will also help to 
differentiate the popular site from the less popular one which is viewed as a vital step 
(du Cros, 2000). On the other hand, the sub-indicators assess the site's robusticity; 
provide grading on the level of fragility, and thus the appropriate management 
strategy. Through the assessment of resources, the attributes could be ranked; 
according to development and promotional priority providing appropriate image to 
be located at the centre of promotional material. The combination of the results 
yielded provides suggestion for the appropriate degree of development. 
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The second component of the supply section, local community's perceived 
impacts and attitude are included, as their perceptions will directly affect how much 
the site is prepared for tourists (Allen et al., 1987; Keogh; 1990). In this section, the 
main concern of local residents' towards heritage tourism development is assessed. 
The data provides direction for the management elements which is then integrated 
for the formulation of the promotional and marketing plan. 
1.5 Research objectives 
As revealed in the last section, knowledge gap in the field of heritage tourism 
research does exist. Obviously, there is still room for research on the topic especially 
in aspect of management and marketing. To fill the knowledge gap, in-depth research 
should be focused on understanding the market characteristics of heritage tourism 
and the identification of attributes which are suitable for promotion. The ultimate 
goal of the study is to develop Tai O into a viable heritage tourism destination and 
there are several research objectives in this study. 
1. To segment the market for more effective promotion 
The core of the study is to understand the characteristics of the potential 
visitors in order to facilitate promotional effort. To have a thorough 
understanding of the needs of visitors, there is a need to explore visitors' 
behavior and group them into heterogeneous segments. Heritage motivation 
which is one of the most commonly selected visitors' behaviors could be used 
as the criteria for segmentation .The target of the research is identification of 
market segments based on different valuation of travel motivations. Beyond 
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exploring the differences in motivations among the segments, understanding 
the perception, travel pattern and socio-economic characteristics within each 
of the market segments are also some goals of the research. Thorough 
understanding of the feature of each segment could help us to identify the 
target group and generate particular marketing initiative to capture the niche 
market through fulfilling their needs. 
2. Identify the resources potential in Tai O 
The study also emphasizes on the identification of the potential attributes for 
future promotion. The research is aimed at generating promotional effort that 
goes in line with the concept of sustainable development, addressing both 
economic and conservation aspects. This implies that both the market appeal 
of the site and its capacity to withstand visitation are to be assessed. This 
helps to answer two questions; (1) which are the resources beneficial to be 
promoted and (2) what is the best way to manage the resources to ensure the 
sustainable development of the destination? Thus the local community, 
visitors and the preservation of destination attributes could be benefited from 
the findings. 
3. To investigate whether or not the local community is ready to accept 
heritage tourism development at Tai O 
As it is inevitable that the development of tourism will bring along economic 
and social changes to Tai O, the residents are those who are being directly 
affected (Gursoy et al, 2001), therefore it is vital to understand the attitude of 
Tai O residents towards the issue. The study emphasizes on understanding 
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how the local community view the development of heritage tourism at their 
homeland, what they wish such development could bring to them and what 
are their main concerns regarding the growing number of tourists on the 
island. Examining the above factors helps the construction of promotional 
initiative with a development framework that could minimize conflict arising 
from the development of heritage tourism (Gursoy et al, 2001; Friden, 1991). 
4. Assess the general level of awareness over heritage tourism 
Is the society well equipped for the development of heritage tourism? What is 
to be done to equip the visitors and the local community in order to facilitate 
the development of heritage tourism in Tai O? The study aims at exploring 
how well the local population and the resources providers understand the 
concept of heritage tourism as a form of sustainable tourism. This will 
provide additional information on how well the society is prepared for the 
development of heritage tourism. As in other cases, very often only the 
presence of the heritage resources was measured as a means to assess a sites' 
potential for heritage tourism development (Li and Lo, 2004). 
5. Better understanding of tourist behavior 
The study aims at acquiring better knowledge over tourist behaviors. How 
different traveling motivations caused differences in travel pattern e.g. 
duration of the travel and the activities, how do visitors' perception over a 
place relate to satisfaction and their mode of traveling? This information will 
help to have a better understanding on tourism behavior beyond the local 
scale. 
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6. Construction of promotional initiative to facilitate the promotion of Tai 
O as a viable destination 
The development of a site into a successful tourism destination greatly 
depends on the promotional initiative which might include the conservation 
element. One of the goals of this research is to unravel the potential of Tai O 
as a viable destination for heritage tourism. The formulation of such a 
comprehensive marketing initiative coupled with management elements 
greatly depends on the integration of visitor demand and also the resources 
that the site can provide. 
1.6 Significance of the study 
1. In the local scale, the study provides the framework and suggestions to 
develop Tai O in a sustainable way. The result generates useful information 
for conservation and preservation of Tai O as a heritage tourism destination. 
As up till today there is no systematic research focusing on destination 
management in Tai O. With the increasing popularity of heritage tourism, 
there is the possibility for the site to be ruined into an unsustainable mass 
tourism destination. Thus, looking at Tai O in a holistic approach and 
incorporating both the concern and demand of the visitors and also the site's 
ability and attractiveness, promotion could be done in a sustainable manner. 
Thus this assists the development of heritage sites which in turn facilitates 
the development of heritage tourism as mentioned in the policy address of 
HKSAR (Tung, 1999), and this can also assist the development of Lantau 
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Island into the leisure land of Hong Kong (Lantau Development Task Force, 
2004). 
2. The study produces the first framework and strategy for heritage tourism 
development on an outlying island, which takes site management and 
marketing elements into consideration. If implemented, this could not only be 
beneficial to Tai O but also the other outlying islands in Hong Kong. As the 
outlying Islands exude certain degree of similarity, the framework could be 
partially applied to other outlying islands. This study will further highlight in 
what ways the tourism operators could obtain support from the local 
community. 
3. This research aims at exploring the perception and understanding of local 
visitors and resource providers' on heritage tourism. The result reflects the 
potential demand and the capacity for heritage tourism development in Hong 
Kong. Furthermore, this also yields implications on the managerial measure 
as visitors who are familiar with the concept of alternative tourism tend to 
have more disciplined behavior compared to those who do not understand the 
nature of alternative tourism (Moscardo, 1996). 
4. As one section of the study is aimed at exploring the market demand of Tai O, 
market segments could be generated. The socio-economic and behavioral 
characteristics that lie within each segment could then be revealed providing 
the foundation for formulating marketing plan. This could then allow the 
resource providers to fulfill the expectation and needs of visitors. 
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5. By listing the resources and analyzing their potential, the result helps the 
local community to understand the resources they possess better, especially, 
the assets' robusticity which had not been their major concern. Thus the study 
contributes to the highlighting of the outlying islands' potential for heritage 
tourism development. Except being a fishing village in the past, its 
extraordinary setting in the spacious environment, together with its rich 
tradition and heritage, is now seen as resources providing great attraction and 
have great income generating potential. This will help to inculcate a sense of 
pride and unity among the Tai O residents. 
6. By exploring the economic opportunity of the site through heritage tourism 
development, the local community will be devoted to conservation program, 
therefore the demand for modernization and urbanization could be less 
pressing. This could eventually bring about the revitalization of the 
destination's tradition and culture. 
7. Finally, this research takes both pull and push motivations into account, by 
taking from a holistic approach when exploring the demand of the destination, 
it will help to reconfirm that both push and pull factors are the intrinsic forces 
that contributed to destination decision making (Yuan and McDonald, 1990; 
Uysal and Jurowski, 1994; Weaver et al., 1995; Baloglu and Uysal, 1996; 
Kim and Lee, 2002; Klenosky, 2002). 
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1.7 Outline of the thesis 
The thesis is organized in the following way. Following the introduction 
chapter, attempts is made to provide the necessary criteria for site selection and also 
the necessary information of the study site, Tai O. The information allows better 
understanding towards how Tai O was chosen as the case study. 
The third chapter provides the necessary background information related to 
heritage tourism, including the examination of the components of heritage tourism. 
To consolidate the understanding of heritage tourism, the views of two schools are 
examined. A review of the relevant literature on defining heritage tourism from the 
demand perspective and the supply perspective is included. Furthermore, another 
section aims at explaining the necessity of including both the natural and cultural 
resources through explaining the two attributes' linkage. This provides the 
justifications for the approaches used and the objectives pursued in the present 
research. Further review was based on the methods that are commonly found in the 
literature for the assessment of the site attributes. The shortcomings of the traditional 
method are examined, while the comparative advantage of using market-appeal 
robusticity matrix is outlined. The second half of the chapter covers issues related to 
marketing of heritage sites. Relevant literature on assessing heritage tourism demand 
through market segmentation was reviewed. Both the push factors and the pull 
factors were defined, while the methods on analyzing the factors further explored. 
The third part of the chapter emphasizes on the importance of destination 
management, the conflicting components between development and tourism 
development. 
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The fourth chapter explained the method used in the study. A brief 
explanation of the questionnaire design is included followed by the method of data 
collection and the statistical method that are utilized. Secondly, the sub indicators 
and the grading system of the market-robusticy matrix are thoroughly explained. The 
last section of the chapter introduced the questionnaire design for assessing the 
attitude of the local community, the data collection method and statistical methods 
that are used in the study. 
Chapter five explores the result of the study including the results revealing 
the market demand of the site. A general description of the market situation is given. 
Following the general market profile is the market segmentations and the analysis of 
the differences among the segments. The differences among the socio-demographic 
variables, travel pattern, perception over the site and the understating of the term 
"heritage tourism" and also the level of satisfaction are examined. 
Chapter six reveals the supply condition of the site. The grading of the 
attributes based on the market-appeal robusticity matrix are listed out and analyzed. 
In this section, the degree of development and management of each of the attributes 
is assessed. 
Following the assessment of the local attributes, the seventh chapter aims at 
analyzing the attitude and perception of the local community towards tourism 
development and heritage tourism. Community's major concern with increasing 
number of visitors is also assessed. 
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Chapter eight reveals the marketing and promotion initiatives that are 
recommended. The potential markets are identified, followed by the initiatives to 
enlarge the potential market and upgrading the sites to enlarge the market appeal. On 
the other hand, a number of soft interventions and selective promotional tools are 
suggested to enhance site management. In addition, suggestions on equipping the 
local community for heritage tourism development are then mentioned. 
Finally, the concluding chapter of the thesis summarizes the major findings 
of this research. Limitations of the study are identified and suggestions given to 
facilitate future studies of heritage tourism management and marketing in Hong 
Kong particularly on the outlying islands. 
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Chapter 2 Introduction of the site 
2.1 Site selection criteria 
Having a focus on heritage tourism development, the selection of site for the 
study must contain some form of heritage tourism potential. Hong Kong having a 
long history of settlement and a colonial past, the territory is thought to contain 
valuable resources which could be used for widening the tourism resource base. As 
the potential of heritage tourism in the New Territories and also the metropolitan 
area had been explored respectively (du Cros, 2000; Li and Lo, 2004), the attention 
is thus focused on sites which contain heritage attributes, but yet the potential had 
not been fully revealed, e.g. the outlying islands in Hong Kong. The site selection 
process is illustrated in Figure 2.1. 
Figure 2.1 The procedure engaged in the site selection process 
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As suggested by Li and Lo (2004) the selected site should contain attributes that 
(1) represent uniqueness of traditional Chinese heritage, (2) assist citizens to 
understand the early life, culture and the transition of Hong Kong Society so that it 
can reinforce a sense of belonging among the Hong Kong residents. Furthermore 
they also claimed that (3) the attributes should be within walking distance so 
collective presentation could be made easier. On the other hand, the destination 
selected should be able to (4) provide different tourism products so as to allow an 
alternative experience. In addition, as one of the aims of heritage tourism is to allow 
visitors to leam and experience the history and life style of a destination (Craik, 1997; 
Williams, 1998), it is viable to choose a destination in which local attributes are 
being well preserved so as to maximize the authenticity. 
Besides, both natural and cultural attributes should be included as they both 
contribute to the building of a unique landscape; preserve the integrity of a 
destination, which can maximize the visitors' understanding of the destination. On 
the other hand, as one of the aims of heritage tourism is to provide visitors with an 
authentic experience (Cohen, 1988; Tunbridge and Ashworth, 1996; Clapp, 1999; 
ICOMOS; 1999), the site chosen should not be highly modified by the force of 
urbanization. This is well illustrated in Muri's work (2001) which identified forces of 
urbanization is one of the elements threatening authenticity at some heritage tourism 
destinations. 
Furthermore, in order to assess the visitors' view towards the destination and 
heritage tourism and their motivation and pattern of visitation, the site should contain 
a continuous flow of visitor to facilitate data collection process. Based on all of the 
23 
above criteria, Tai 0，a historical fishing village on Lantau Island is thus selected for 
the study. 
2.2 Background of the study area 
Tai O, a historical fishing village in Hong Kong, as shown in Figure 2.2 it is 
located in the Western corner of Lantau Island (Hong Kong Planning Department, 
2001b). Having originated from a historical fishing village, the local community was 
specialized in fishing activities and salt production. Nowadays, fishing activities 
could still be found at the destination, but they are usually small scale fishing and the 
catering sector provides another source of income for the community. Yet, it is being 
regarded as the only intact fishing village left in Hong Kong (Hon, 2001). Its rural 
landscape also projected Tai O as an unique destination in Hong Kong (Figure 2.4). 
The local community is a small one with about 3400 residents (Hong Kong 
Planning Department, 2001b) who are mainly Tanka people and they were they 
earliest settlers in Hong Kong in the 1800s (Hon, 2001). The population of Tai O had 
been declining when urbanization pace was rapid, due to rural-urban migration, the 
younger generation left the local community for better job opportunities in the urban 
area. Thus, the local population is composed of a majority of elderly population. 
Tai O is separated into two parts by a river. This geographical characteristic 
formulated the unique living style of the local residents including the presence of 
stilt-houses along the two sides of the river and the usage of boats as a means of 
transportation (Figure 2.4). This represents a special life style which is unique in 
Hong Kong. The site is famous for its characteristic, stilt-houses, mud flat, temples 
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as well as the local product of dried seafood and shrimp paste. Due to its unique its 
characteristics, in the Concept Plan for Lantau Island, it is recommended that the 
village style of construction should be preserved (Lantau Development Task Force, 
2004). Yet in recent years, with rapid rate of urbanization on the Lantau Island 
(Lantau Development Task Force, 2004), and also the burning down of the stilt-
houses in year 2000 (Hong Kong Planning Department, 2001) placed pressure on the 
preservation of this unique site. To preserve and encourage the sustainable use of the 
sites' resources, the development of heritage tourism could be a fruitful option. To 









































































































































































Chapter 3 Literature Review 
3.1 Definition and elements of heritage 
The term "heritage tourism" first appeared in the 1970s, and has increasingly 
become popular in the decades that followed (Prentice, 2005). Although traveling to 
heritage is not new phenomena, it has only been categorized as a type of special 
interest tourism recently (Confer et al., 2002). Thus, the definition of heritage 
tourism has aroused much debate among scholars in the recent decades (Bowes, 
1989; Timothy and Boyd, 2003). Among all the definitions available, World Tourism 
Organization (WTO) (1999) looks at heritage tourism with a wider aspect, referring 
to it as “an immersion in the natural history, human heritage, arts, philosophy and 
institutions of another region or country". This echoes Hewison's (1987) earlier 
study which viewed heritage tourism as activities containing cultural, historical and 
ethnic elements as tourism attractions, while others simplified “heritage as the 
present uses of the past" (Chang and Yeoh, 1999, pp.103). 
Heritage is all encompassing and is not restricted to tangible elements. 
Intangible elements, including living culture and festivals are also being considered 
(Zeppel and Hall, 1992; Tunbridge and Ashworth, 1996; Chhabra et al, 2003; 
Timothy and Boyd, 2003) when heritage is discussed. 
Thus, heritage resources were classified as tangible and intangible resources by 
some scholars (ICOMOS, 1999; Timothy and Boyd, 2003), while others sort them 
out according to the type of attractions (Prentice, 1993). Consequently, heritage 
should include natural, living culture, built, industrial, personal and dark heritage, etc. 
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Based on Hollinsheard's (1998) definition, heritage tourism should embrace folkloric 
traditions, arts and crafts, ethnic history, social customs and cultural celebrations as 
the ingredients of intangible resources. According to the above definition, cultural 
product is an important part of heritage tourism, thus, the term should be clearly 
defined to provide a framework for discussion. On the other hand, some scholars 
simply define heritage tourism based on the motivation of the visitors, which is 
solely a demand side approach (Poria, 2001; Poria et al, 2003; Poria et al., 2004. 
Given that this is the case, it is pertinent to view and discuss heritage in the context 
of demand and supply (Botho et al, 1999). 
3.1.1 Understanding heritage Demand 
In the contextualization of heritage tourism, some scholars look into the word 
"heritage" simply from the demand side (Poria et al, 2001; Fyall and Garrod, 2001). 
Consequently, heritage is defined as the phenomenon based on visitors" motivation 
and perception rather than on specific site attributes" (Poria et al, 2001, pp.1047). 
Based on this definition, motivation and perception of the visitors could be the sole 
criteria for classification. While on one side only those visitors who consider the 
heritage as part of “their own heritage" are considered as heritage tourists, the other 
end lies those who are regarded as visitors at a heritage site only (Poria, 2001; Poria 
et al, 2003; Poria et al, 2004). 
As a number of surveys conducted revealed that visitation is largely brought by 
the general interest instead of being labeled a "heritage specialists or enthusiasts" 
(Prentice, 2005, pp.318), is it therefore appropriate to include only those visitors who 
view the heritage as "their own heritage" as heritage tourists? Will there be an 
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alternative classification of tourists that will include those that keenly show interest 
on such attractions? Silberberg (1995) in a study gave a wider definition of heritage 
tourists based on the fact that visitors are "motivated partly by interest in historical, 
artistic, scientific or lifestyle/heritage offerings" of a particular site. This coincides 
with Hall and Weiler's (1992) definition which simply stated that all special interest 
tourists should be motivated by particular interest on activities/ destinations/ settings. 
This means that tourists are being divided into specific tourist and general tourists 
(Irish Tourist Board, 1988; Bonink and Richards, 1992; By water, 1994), and only 
those who are motivated by cultural motives are classified as heritage tourists (Irish 
Tourist Board, 1988; Bonink and Richards, 1992; By water, 1994). Others are simply 
general tourists visiting a heritage site and do not possess specific interest in heritage 
attributes. In addition, Bywater (1994) classified cultural visitors as those who might 
visit heritage sites during their trips as an add-on to the major component of the visit, 
given that such a visit is not strongly due to cultural motivation. Focusing on the 
motivation of visitors, Zeppel and Hall indicated that heritage tourism is simply an 
extension of "nostalgia for the past and the desire to experience diverse cultural 
landscapes and forms" (1991, pp.49). 
3.1.2 Understanding heritage supply 
Heritage tourism has also been discussed based on the supply of attractions 
considered as heritage (European Commission, 1992; Peleggi, 1996; Scale, 1996; 
Timothy and Boyd, 2003), thus putting together cultural and natural elements of a 
destination in this context (Hardy, 1988; Bowes, 1989; Zeppel and Hall, 1992; Molly, 
1993; Prentice, 1993; Richards, 1996; Tunbridge and Ashworth, 1996; Timothy and 
Boyd, 2003). 
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Such a comprehensive view is prominent as the Americans, Australians and 
New Zealanders all consider the natural components of destination as having an 
important position among the heritage context (Timothy and Boyd, 2003). To 
buttress the fact that heritage in a sense can be construed as an aspect of resource 
supply, a number of studies defined it as “inherited’’ resources and “things that have 
value to be passed from one generation to the next" (Prentice, 1993). Furthermore, 
Millar (1989) observed that such resources should be able to "provide a special sense 
of belonging and continuity" (pp.13). Agreeing to this therefore, it is obvious that 
natural heritage may have been passed from generation to generation, and might 
reveal the life of the past generation. Prentice's (1993) comprehensive set of 
typology exert great similarity with that reported by Timothy and Boyd (2003). In 
this, natural heritage includes, the “natural history attractions", "science -based 
attraction" and “countryside and treasured landscaped". Other heritage attractions 
include “attractions concerned with primary production", “craft centers and craft 
workshops", “attractions concerned with manufacturing industry", “transport 
attractions", “socio-cultural attractions", "attractions associated with historical 
persons", "performing arts attractions，，， "pleasure gardens", "theme park”， 
"galleries", “festivals and pageants", "fields sports", “stately and ancestral homes", 
"religious attractions”，‘‘military attractions，，，“genocide monuments", towns and 
townscape", “villages and hamlets", seaside resorts and “seascapes”“ and "regions", 
etc (Prentice, 1993, Table 19.1). 
Accepting this therefore, the concept of heritage is not mutually exclusive and 
this is well illustrated by the concept of heritage spectrum (Richards, 1996; Timothy 
and Boyd, 2003) as revealed in Figure 3.1. Heritage tourism thus covers natural, 
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rural, cultural and urban landscapes, making it an overlapping concept of continuum 
(Timothy and Boyd, 2003). It carries some common characteristics of ecotourism, 
cultural tourism and urban tourism (Timothy and Boyd, 2003), making Cater (1992) 
to postulate that ecotourism could be a form of heritage tourism. 
^ Heritage landscape ！ 
g j k o f l a n d s c a p i T ] 丨 Natural 丨 Rural 丨 Cultural 丨 Urban/bf i t 
： 令 Protected 今 Urban ： 
Pristine : : ^culturalT^^u- * 匕 a ^  
^ ~ ： : . ^ Historic->-^Artificialr>^ 
‘ I ‘ . . 
L _ - — — L H E R I T A G E J _ I � _ ^TOURISM ^ < 
T Y P E OF TOURISM 5 5 5 > 
_ ’ ECOTOURISM T URBAN TOURISM - 4 ^ 
> •CULTURAL TOURISM > 
KIA^ > . > . , . > 
‘ “ • I I 
• • • • I , 
‘ ‘ J , T I , 
: : V . , , 
R 1 T Y VIEWING 、、、、 T 
Type of 'heritage' visiting visiting architecture. Visiting Visiting 
attraction national state houses, visiting i historic historic 
parks castle colonial sites ： buildings, theme 





Figure 3.1 The heritage spectrum. Extracted from Timothy and Boyd, 2003, pp.7 
3.2 Natural and cultural heritage and their derivatives 
There is indeed a strong linkage between cultural and natural heritage which is 
based on the fact that “human activities interact with natural processes to produce 
landscapes" (Marafa, 2003b, pp.307). Indeed natural heritage is often linked to 
community beliefs (Mitchell and Buggey, 2000; Marafa, 2003b) and can be found in 
all cultures. In fact, all cultures are artifacts that build upon the physical environment 
(Marafa, 2003b) as in the case of Fung Shui landscape found in South China. The 
linkage between the natural and cultural heritage is so strong that when investigating 
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a site but intentionally ignore either of the heritage component, simplification of the 
complex ecological system results. But a comprehensive understanding of heritage 
can assist the ‘‘understanding’，，"management", “interpretation,’ of a particular 
destination (Mafara，2003b, pp.903). Given that this is the case, can this be shaped 
by a number of elements, including supply and demand, conservation, authenticity, 
impact management, politics and interpretation, etc (Timothy and Boyd, 2003)? 
3.2.1 Heritage tourism as a type of special interest tourism 
Heritage tourism is being classified as a type of special interest tourism 
(Morgan and Pritchard, 1999; Douglas et al., 2001), which provides visitors a chance 
to leam and to experience the destination's culture and history (Zeppel and Hall, 
1992; Richards, 1994; Craik, 1997; Williams, 1998). Originally the term “special 
interest tourism" refers to the visitors who are seeking for “hard or specialized" 
experience and those who are considered as "serious leisure participants" (Stebbins, 
1982; Weiler and Hall, 1992). Yet in order to enlarge the market segment, the “soft” 
and “novice’’ demand are also taken into consideration (Morgan and Pritchard, 1999; 
Douglas et al., 2001). In fact, the term "alternative tourism", “sustainable tourism", 
"appropriate tourism", “new，,，“responsible tourism" and “ ego tourism" and "special 
interest in the tourism sector" shared common characteristics. This implies the 
quality that differentiates special interest tourism from general mass tourism is its 
emphasis on the quality of the travel and its focus on promoting socially responsible 
tourism to enhance the sustainability of site (Morgan and Pritchard, 1999; Douglas et 
al., 2001). This also reveals the newest definition for special interest tourism, special 
interest tourism as a wide concept should embrace travelers whose motivation are 
mainly driven by the interest on activity/activities, or destination or settings (Hall 
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and Weiler, 1992). Special interest tourism also requires the desire to learn, as it is 
seen as a skill and knowledge gaining process (Kelly and Godbey, 1992), thus, 
novelty could be seen as an important element of any type of special interest tourism 
experience (Amould et al, 1998). Being classified as a type of special interest 
tourism, heritage tourism should share the common properties as stated above. 
3.2.2 Assessing the supply of heritage tourism 
The resources, sometimes known as the tourism products, present at a site 
provide the foundation for the development of heritage tourism, however not every 
heritage attribute can be effectively developed into attractions. Assessing the 
significance of such resources is therefore an important procedure. Scholars have 
introduced different ideas over the concept of tourism products; Chon (1994) 
indicated that tourism product should contain five components including the physical 
plant/the core, service, hospitality, involvement and the freedom of choice. There are 
several kinds of approaches including comprehensive planning, product analysis and 
the development of statistical methods applicable for the supply of tourism 
attractions (Smith, 1994). Heritage assets are not equal to heritage attractions unless 
they are promoted so that they can reflect the site's past (Copley and Robson, 1996). 
The assessment of the attributes is recommended as it helps the identification of 
the preferable assets to be developed into heritage products or attractions (du Cros, 
2000; du Cros, et al, 2004). According to du Cros (2000), the aim of conducting 
assessment is not only to list out all the attributes, but to identify those which possess 
high tourism potential for future development. Consequently, such assessment lie 
emphasis on the comprehensive assessment requiring the consideration of both 
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cultural heritage and tourists' need which can provide the information which is 
essential for future management (ICOMOS, 1998). 
3.2.3 Different methods and criteria for assessment 
In assessing tourism products, a number of factors will have to be considered. 
Earlier, Jansen-Verbeke (1998) used the tourism attraction Index to identify “the 
uniqueness of the core product" and “the ability of the site to provide a sense of 
belonging". In addition, analytical hierarchy process was used for grading the 
Australian National Parks (Deng et al., 2001). Melian-Gonzalez and Garcia-Falcon 
(2002) assessed destination's competitiveness based on its rareness, value and the 
ease to which it could be substituted by attributes of other sites. On the other hand, 
based on the definition of the Burra Charter (ICOMOS, 1999) heritage is measured 
for its significance based on the criteria including aesthetic, historic, scientific, social 
or spiritual values for past, present or future generation, the place, fabric, setting, use 
and associations, related places and related objects as all contribute to the 
significance of heritage. Furthermore, Mckercher and du Cros, (2002) provided 
additional consideration, that includes research potential, visual appeal, evidence of 
innovation and specific culture or spiritual beliefs. Although all these elements can 
help our understanding on the significance of the attributes, they mostly do not take 
into the account the sites' carrying capacity. 
Considering this assertion, the use of market appeal-robusticity matrix 
overcomes this deficiency of ignoring the carrying capacity of a site by combining 
conservation and market concern (du Cros, 2000; Li and Lo, 2004). According to du 
Cros (2000) and Mckercher and du Cros (2002) the two important indicators to 
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consider when assessing the significance of the heritage include the “attribute's 
appeal to tourists" and their “robusticity”. When employing the market appeal-
robusticity matrix, the first indicator is the marketing potential of the site while the 
later stands for the carrying capacity of the attribute to cope with the high levels of 
visitation (du Cros, 2000). Attributes' appeal to tourists represents the concern from 
the tourism sector and contains the sub-indicators that cover market appeal and 
product design needs. Robusticity of a site represents the concern from the cultural 
heritage management aspect, and is built up from the sub-indicators that aim at 
assessing the attributes/sites' cultural significance and robusticity (du Cros, 2000; Li 
and Lo, 2004). 
This method therefore reveals the relationship between cultural heritage 
management and tourism development. It is an important indicator for the manager 
as it spells out the degree of conservation and development that is optimal for the site, 
thus achieving a framework for sustainable development (du Cros, 2000). It treats 
each attribute and site as an individual, recognizing the ability of each site to be 
developed into a heritage, resource. 
On the whole, the use of market-appeal robusticity matrix this been tested and 
regarded as "an analytical tool designed specially for grading cultural heritage assets 
in terms of their tourism potential and overall viability (du Cros, 2000, pp,18). 
3.3 Marketing heritage tourism 
Following from the assessment of the sites, a comprehensive marketing plan 
can then be proposed which includes situation analysis, objective setting, 
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implementation of marketing activities, management and evaluation (Hall and 
McArthur, 1993b). Situation analysis is composed of two parts; the segmenting of 
market and completion of competitor analysis which aims to understand the sites' 
strength and weakness (Heath and Wall, 1992). Hassan (2000) has similarly 
suggested the analysis of destination resources and segmenting the market in order to 
build up competitiveness of a destination. 
Market segmentation is important as it targets certain potential groups in the 
promotion (McArthur and Hall, 1993; Pearson and Sullivan, 1995) which allows 
marketing effort to be carried out more effectively. The underlying principle for 
market segmentation is the presence of heterogeneous sub-markets within a general 
market (Decrop and Snelders, 2005; Yuksel and Yuksel, 2002). Market segments 
might differ in terms of demographical, socio-economical and psychographical 
factors and thus different visitors' preference and need could then be revealed 
(Gonzalez and Santos, 2003). Thereby, the outcome of market segmentation provides 
the understanding of who the visitors are and what their needs are (Pearson and 
Sullivan, 1995; Hall and Mc Arthur, 1998b). Segmentation, therefore together with 
management plan could help to develop the industry in a sustainable way. 
The understanding of the supply a site is of vital importance. Marketing a 
destination is not simply the selling of the attributes, but the traveling experience 
(Koazk, 2001); thus in the process, there is a need to enhance visitors" experience 
through value added actions (Crouch and Ritchie, 1999). In the study of heritage 
tourism, the understanding of both demand and supply is not adequate, as research 
suggests decision for travel to a destination is influenced by their motives, image of 
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all the regions, their travel companions (Bansal and Eiselt, 2004) and soon this 
information therefore contribute to the marketing of the destination. 
3.3.1 Understanding market segment and assessing heritage demand 
Market segments allow proponent to understand the characteristics of the 
customers, their traveling pattern (Jamrozy and Uysal, 1994) giving implication on 
product development and promotion strategy (Prentice et al, 1998). Earlier, Light 
and Prentice (1993) had stated that segmentation allows the site to be promoted 
differently to target specific visitors. However, market segments might show 
conflicting results as different segments might show variations in their traveling 
preferences (Baloglu et al,. 1998). 
There are different approaches to segmenting the market, while some researcher 
use common sense (Meric and hunt, 1998; Baloglu and Mccleary, 1999; Goldsmith 
and Litvin, 1999; McKercher, 2001), most studies are data driven (Bieger and Lasser, 
2002). The most common approach to market segmentation is socio-demographic 
(Haley, 1968; Gitelson and Kerstetter, 1990). By using socio-demographic 
segmentation, a number of researches have indicated that heritage tourism is 
dominated by the middle class and non-manual workers (Wales Tourist Board, 1984a; 
Wales Tourist Board, 1984b; Prentice, 1989; Prentice, 1993). This finding is further 
vindicated by Richards (1996), who revealed the fact that the increasing participation 
is contributed by the rise of the new middle class which is characterized by a higher 
level of income and education level. 
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Furthermore, segmentation is often used when studying consumers' behavior 
(Colliers, 2003). Motivations and constraints are two of the factors that could be 
utilized in trying to understand heritage tourism (Davis and Prentice, 1995; Loker-
Murphy, 1996; Baloglu et al, 1998). 
3.3.2 Understanding market segment and assessing heritage motivations 
The importance of motivation to the study of market segments is further spelt 
out in Bansal and Eiselt's (2004) model. Motive was revealed as the determining 
factor for the choice of destination (Berkman and Gilson, 1978; Crompton, 1979; 
Iso-Ahola, 1982). 
Motivation, is defined as the socio-psychological factor affecting visitors' 
behavior (Goodrich, 1978, Crompton, 1979; Dannl981; Iso-Ahola, 1982, Pyo et al., 
1989; Yuan and McDonald, 1991; Uysal and Hagan, 1993). In fact, the definition of 
motivation was defined by Deci (1985) as a feeling that is generated by "autonomous 
initiation，，or “behavior that is controlled by oneself and these will then lead to a 
satisfying experience. 
Motivation is one of the most important variables that causes visitors to travel 
and perform differently (Baloglu and Uysal, 1996), including the choice of 
destination and travel behavior (Cha et al., 1995). Its importance therefore, lays on 
its ability to yield marketing implications and identify what to promote (Kozak, 
2001). It has also been seen as a useful element to segment the market (Crompton, 
1979; Card and Kestel, 1988; Ryan and Glen, 1998; Yavuz, et al, 1998). 
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3.3.2.1 The major motivations of heritage tourism 
In identifying motivations to travel, Lendberg (1971) revealed 18 motivational 
factors deduced into four categories. These are educational motives which include 
special events and visiting historical sites; the second category involves relaxation 
and pleasure seeking motives which engage having a good time and romantic 
experience; the third group refers to the ethnic motives which consist of activities 
like visiting places of origin and the last category is the group of sundry motives 
which include motives like sports and conformity with neighbors or relatives. 
Consequently Krippendorfs (1987) research identified a number of important 
motives for travel, namely, “education purpose", "exploration" and "self-discovery". 
Other scholars also delineated four major motives which exert consistency with the 
above classification, including the intellectual motive, social component, 
competence-mastery component, and the stimulus avoidance motive (Beard and 
Ragheb, 1983). 
In relating travel motivation to heritage, Lowenthal (1990) and Zeppel and Hall 
(1991) observed that nostalgia for the past and the wish to experience and to see new 
culture and landscape are among the major motivation for heritage tourism. Some 
scholars further emphasized the contribution of motivation towards management 
(Poria el at., 2001). 
As reasons for travel can be based on availability of resources, researchers 
further categorized motivations into push and pull factors which are viewed as useful 
criteria to explore visitor's behavior (Dann, 1977; Crompton, 1979; Klenosky, 2002) 
and the willingness to travel. For the simplest understanding, push factors emphasize 
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on ‘‘whether to go，’ while pull factors focus on "where to go" (Kim et al., 2003, pp, 
171) and are widely used by scholars for market segmentation (Crompton, 1979; 
Loker-Murphy, 1996, Yavuz et al, 1998; Kim et al, 2003). This approach is 
consistent with what Dann (1977) postulated, in a theory that placed anomie and ego 
enhancement in the center of travel motivation. Dann's (1977) theory was further 
supported by Iso-Ahola's model (1982) indicating that anomie equates the desire to 
get away from everyday environment, while ego-enhancement echoes the need to 
gain new experience. 
Different market segment is characterized by different motivations as illustrated 
in Kim's et al. (2003) study in a Korean National Park, where by using the principal 
component factor analysis they identified "family togetherness" and “study，’ as the 
most important domains; while another research on national park conducted by 
Uysal et al., (1994) indicated that “novelty,，stands as the most important motivation. 
3.3.2.2 Analyzing motivations of heritage tourism 
Unlike many studies, instead of simply using factor analysis, some scholars use 
cluster analysis to facilitate the formation of more specific segments (Cha et al, 
1995; Glendon and Ryan, 1998). In the research of market segmentation of UK 
holidaymakers four motivational factors were delineated based on the use of cluster 
analysis (Glendon and Ryan, 1998). Cha et al, (1995) similarly utilized the factor-
cluster approach, forming three clusters based on the six motivational factors derived. 
The comparative advantage of using this method is the ability to carry out the 
discriminating process if any factors is formed, thus marketing could be effectively 
carried out for small homogeneous clusters (Cha et al, 1995). Furthermore, in 
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Klensoky's (2002) research, means-end approach was used to examine the pull 
factors that dominate visitors" choice of destination for spring holiday. 
Motivation can be used on either a broad region or a particular destination 
(Hudman, 1980; Kim et al., 2003). Motivation is a multidimensional concept, which 
means that visitors are not motivated by one single factor neither do they want to 
enjoy one particular destination attribute (Crompton, 1979; Baloglu and Seyhmus, 
1996). This was clearly illustrated in a survey in Wales, as general interest instead of 
single factors brought tourists to the site (Thomas, 1989). Cluster analysis was 
utilized by Loker-Murphy (1996) when using motivation to segment back packers in 
national parks of Australia. As a result four clusters were formed, namely, 
“achievers”，"self-developers", “social and excitement seekers" and “escapers and 
relax". The study also reveals "meeting local people" as one of the most important 
push factors. 
Canonical correlation analysis is also a common statistical tool for the 
formation of market segment, if both the push and the pull factors are taken into 
consideration. By utilizing the paired variate, four market segments were formed and 
these included the “sports/ activity seekers", "novelty seekers", "urban -life seekers" 
and the "beach or resort seekers" (Baloglu and Uysal, 1996). Another study which 
examined the Australian pleasure traveling pattern and generated four variates which 
were then categorized in to four market segments including the "culture/history 
seekers", "novelty/adventure seekers", "luxury seekers" and "safety and comfort 
seekers" (Heung et al, 2002). In this study, the segments generated were similar to 
other finding, yet an additional segment was formed and referred to as the 
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“cultural/history seekers" was formed. In these studies, individuals were allowed to 
belong to more than one bundle so as to enhance individual variation within the 
bundles (van Veen and Verhalien, 1986), while "the segments were defined by using 
one canonical variate at one time" (Heung et al, 1995, pp.132). 
3.4 Assessment of heritage tourism demand based on push and pull factors 
3.4.1 What are push factors? 
Push factors represent desire, the intrinsic factors that cause a person to travel 
and this desire is generated by the disequilibrium of the motivation system 
(Crompton, 1979, Dann, 1977; Iso-Ahola, 1989; Pearce and Caltabiano, 1983; Bello 
and Etzel, 1985; Pyo et al, 1989; Uysal and Hagan, 1993; Yuan and McDonad, 
1990). The factors can be understood as the "needs and wants" of visitors (Klenosky, 
2002, pp.385). Push factors were initiated by Crompton (1979), in an earliest study 
and referred to as socio-economic factors. Some of the push factors delineated 
includes “escape from a perceived mundane environment", “exploration’’， 
“evaluation of se l f , "relaxation", “prestige”，“regression”，"enhancement of kinship, 
and "facilitate social interaction". The push factors therefore are common tools for 
scholars to understand the reasons for traveling which are important elements to 
consider, since they shape the tourists' decision making, e.g. the type of trips and the 
destination and the activities they participate in (Ryan, 1991). 
3.4.1.1 The use of push factors in research 
Following Crompton's study (1979), a large number of studies have utilized 
push factors to understand the market situation. Iso-Ahola (1982, 1989) and Deci 
(1985) stated that escape from daily routine and the desire to seek psychological 
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rewards are the major push motivations. Recently, Klenosky et al., (2003) provided 
more detailed account on the aspect of psychological reward, in which additional 
domain including "family togetherness and study，’，"adventure seeking" and 
“building of friendship" were included. 
While push factors have been used in segmenting visitors to national parks 
(Lee et al., 1987; Uysal et al., 1994; Ahn and Kim, 1996; Kim et al., 2003) and 
heritage park (Chen, 1998), the use of push factors for segmentation is not common 
in Hong Kong, but has been used to understand the internal motives of Mainland 
visitors visiting Hong Kong (Hanguin and Lam, 1999). The research suggested that 
“knowledge” gained the highest eigen-value, followed by “prestige,，and 
"enhancement of human relationship", while “relaxation” and "novelty" were ranked 
as the least important (Hanquin and Lam, 1999) 
In general, several factors could commonly be identified from the literature, 
namely, the need to “escape from daily life", "novelty", “social interaction" and 
"prestige" (Yuan and McDonald, 1990; Heung, et al., 1995). As supported by a 
number of scholars, "building friendships" and "enhancement of health" are reasons 
pushing people to take part in recreational activities (Caldwell and Smith, 1998; 
Roberts, 2000; Zabriskie, 2001), while "appreciating the wild" and "meeting local 
people" are seen as important causes of trips in some studies (Lee et al., 1987; Kim, 
1993; Ahn and Kim, 1996; Loker-Murphy, 1996). On the other hand, novelty has 
been seen as one of the most important push factors (Bello and Etzel, 1985) which is 
highly related to cultural background of the respondent. This was similarly reflected 
in a study by Philipp (1994). 
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3.4.2 What are pull factors? 
The earliest concept of pull factors was suggested by Crompton (1979) and was 
named as ‘‘cultural factors", "novelty" and "education". Pull factors are generally 
regarded as the attribute or features of a site which lead to the choosing of a 
particular destination, and these can include beaches, sun, cheap fares, presence of 
different facilities (Crompton, 1979; Bello and Etzel, 1985; Klenosky, 2002; Kim et 
al., 2003), including recreation and historic resources (Uysal and Hagan, 1993). 
Beyond the tangible resources mentioned, it also embraces travelers' perception and 
expectation, e.g. the image of the site before visiting, perception and benefit 
expectation (Uysal and Hagan, 1993) etc. Using pull factors, each destination 
captures their own segment which differs from the other. 
3.4.2.1 The use of pull factors in research 
Kim et al, (2003) reported results of research on six national parks in which 
they identified three major attractions which were delineated from twelve attributes. 
These are “key tourist resource’’，"information and convenience of facilities" and 
"accessibility and transportation", with “key tourist resources" as the most important 
pull factor. Earlier, Fakeye and Compton (1991) had provided more detailed 
segmentation on the key resource factors deducing six domains. The domains 
include “social opportunities", "natural and cultural amenities and attractions", 
“natural and cultural amenities", "accommodation and transportation", 
“infrastructure, food, and friendly people", “physical amenities and recreation 
activities" and “bars and evening entertainment". Later, in another study examining 
Germans visiting Caribbean states, Turnbull and Uysal (1995) revealed another six 
pull factors, which includes "heritage/culture", “city enclave", “comfort-relaxation”， 
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‘‘beach resort", ‘‘outdoor resources" and "rural inexpensive". These studies revealed 
the presence of natural and cultural resources as the foundational attractions was 
further vindicated by Jeong (1997) who identified “natural resources", and 
“historical and cultural resources" as the most important attractions in Korean 
National Park. The pull motivation had also been utilized in Hong Kong, to 
understand what external factors affect China mainlanders visiting the destination 
(Hanquin and Lam, 1999). According to the study among the six factors delineated, 
“hi-tech” image is the most significant factor, followed by "expenditure" and 
"accessibility", while "cultural links" gained the lowest eigen-value (Hanquin and 
Lam, 1999). 
3.4.3 Relationship between the push and the pull factors 
A number of researches illustrated the influence of socio-demographic factors 
for different push and pull factors. Crompton (1978) and Patterson and Bitgood 
(1988) had pointed out that besides the setting of the heritage, demographic factors 
could be major components influencing visitors' behavior. Kim et al, (2003) further 
supported this assertion when they reported the presence of a clear gender dichotomy 
as females placed greater importance on "family togetherness" and “study”； while 
male placed higher valuation on National park as the key tourists' resources. The 
study also revealed, age also plays a role, as the older visitors pay greater importance 
on the "provision of facilities" and the “ease of accessibility to the key tourist 
facilities' when visiting Korean national park (Kim et al., 2003). This trend was 
earlier reported by Hanquin and Lam (1999) on China mainlanders' motivation of 
visiting Hong Kong. In addition to these factors, cultural background of the visitor 
also counts. As indicated by Kim (1998), Hofstede (1980), Philipp (1994) and Kozak, 
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(2002) “country of origin’’ is one of the variables influencing travel motivation, 
while Hofstede (1980) further added that people from different nations vary in four 
subjective cultural aspects, namely “power distance", “masculinity-femininity,，， 
"individualism-collectivism" and "uncertainty avoidance". 
A number of researchers believe that there is linkage between the push and the 
pull factors (Yuan and McDonald, 1990; Uysal and Jurowski, 1994; Heung et al., 
1995; Baloglu and Uysal, 1996; Kim and Lee, 2002; Klenosky, 2002). Researches 
believe it is due to disequilibrium creating the need for travel, thus a person chooses 
the particular destination for visit, in this way push factors should merge before the 
pull factors come into being (Dann, 1977; Dann, 1981). It is therefore possible to 
conclude that the push motivations always correspond to the pull factors during the 
decision making process (Dann, 1981). Their relationship was further confirmed by 
Uysal and Jurowski (1994), as the study discovered reciprocal relationship lies 
between the two factors. As push and pull factors are related, considering both 
factors in research undertaking is recommended. Goodrich (1977) further 
strengthened this belief and stated that understanding the relationship between push 
and pull factors assists suppliers to form the most suitable tourism product bundles 
which ultimately helps a country or destination to increase their share of visitors. 
This is supported by Heung et al. (1995) as they believe such kind of research helps 
managers to put in more marketing initiatives over the attributes which best fits with 
the tourists' diverse psychological needs. 
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3.4.3.1 Researches utilizing both factors 
In a number of multivariate research work, canonical correlation (a means — 
end approach) is applied when establishing relationship between the push and pull 
factors. The logic behind the method is to derive variables in form of linear 
combination from the two sets of variables (Hair et al., 1992). Pyo et al. (1989) 
examined the relationship between the site attributes and the motivation of visit and 
formed four canonical variate pairs. Baloglu and Uysal (1996) analyzed the 
relationship between 53 pull items and 30 push items and then deduced 21 canonical 
functions. 
3.4.4 Images and perceptions influence over satisfaction in demand 
Destinations are referred to as the products which are important and related to 
the choice of destinations (Bieger, 1998). These products are mostly static and the 
way to influence demand is the building and the enhancement of the image (Chang 
and Yeoh, 1999). Highlighting the image or the images of a destination is a common 
tool in promoting places (Hopkins, 1998). According to a number of scholars (Ryans, 
1991; Baloglu and Brinberg, 1997), image refers to the overall impression of an 
object and can be articulated through cognitive assessment of the destination 
attributes (Baloglu and McCleary, 1999). 
The image of a destination influences the strength of the pull factors which are 
greatly determined by the perception of the potential visitors. This also influences 
the first time visitors' choice at the initial stage of purchase (Chon, 1991; Echtner 
and Ritchie, 1991; Alhemoud and Armstong, 1996; Sirgy and Su，2000; Dwyer and 
Kim, 2003), and might also influences the degree of return through the level of 
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satisfaction that are derived from the trip (Chon, 1991; Bigne and Sanchez, 2001). 
Some researchers believe that the target for destination marketing management is to 
put up a destination image (Kotler et al, 1993), for its influential impact on the 
popularity of a site (Ahmed, 1996). 
Destination image is analyzed by four criteria which are the function which the 
site is able to provide, including its "social value，’，“emotional value", "epistemic 
value" and the “conditional values" (Tapachai and Waryszak, 2000). This exerts 
similarities with Echtner and Ritchic's (1993) thesis which postulated that image 
consists of two sections, the functional component and the psychological one. As 
image produces large influence over destination choice making that allows it to be 
considered as a component of the tourism product (Smith, 1994), this implies image 
building can be seen as a marketing strategy (Chon, 1991). The importance of 
“theme” is simply spelt out by Boews (1989) by stating simply linking some 
attributes is not adequate, but image building should be present. Thus, promotion 
should focus on those images or experiences that give the visitors satisfaction (Chon, 
1991). Beyond visitors' behavior, image building can also arouse the local's sense of 
identity (Blackstock, 2005). 
In practice, there are different approaches in assessing the destination image. 
Some researches only focus on the interviewees" perception of the attributes (Ahmed, 
1996; Leisen, 2001) while others emphasized on the sentimental feeling towards the 
destination (Baloglu and McClearly, 1999), and Echtner and Ritchie (1993) studied 
the destination image by focusing on both aspects. 
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3.5 Heritage tourism management 
3.5.1 Importance of heritage tourism management 
Managing heritage tourism is a very critical step for heritage tourism 
development as heritage resources cannot be replaced (Timothy and Boyd, 2003). As 
a result development on sustainable bases requires management. The importance of 
management was spelt out by Millar (1989) who stated that if the management is 
done well, both preservation and business opportunities could be enhanced, while the 
appeal of the assets could also be maximized (Mihalic, 2000). In line with Millar 
(1989) and Mihalic (2000), Garrod and Fyall (2000) placed management at the 
highest priority as these scholars regard management of the resources to be more 
important when compared to the concern of visitors' access. 
An extreme scenario of a site without management was well illustrated by 
Butler's Resort Cycle with carrying capacity as its underlying concept. However 
Harrison (1995) pointed out that such model is too ideal as it fails to fit into the 
reality. Weaver (2000) tried to define four development scenarios based on the level 
of regulation and intensity of development, two representing "sustainable and 
unsustainable mass tourism", while the rest represent "deliberate alternative tourism" 
and “circumstantial alternative tourism". The destination possibilities exert a certain 
degree of similarity with Butler's model (1980). 
According to Weaver (2000), this kind of destination makes up to 95% of all 
destinations are circumstantial alternative tourism destinations. The circumstantial 
alternative tourism destination goes in line with Butler's "exploration" and 
"Involvement state", and will probably develop into different kind of scenarios, e.g. 
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deliberate alternative tourism, sustainable mass tourism and unsustainable tourism 
destination based on the degree of management (Weaver, 2000). Unsustainable mass 
tourism emerged at the time when the cautionary platform (Jafari, 1989) which place 
more attention on the negative impact mass tourism could bring to the site gain its 
popularity in 1970s, while, the advocacy platform which devoted its support on the 
development of mass tourism starts to fade out in the 60s (Jafari, 1989). There are 
lots of places which developed into unsustainable tourism destination, such as the 
coastal area of the Gold Coast (Young, 1995; Perideaux, 1996; Russell and Faulkner, 
1998). 
Yet Weaver (2000) added two more scenarios that are the deliberate alternative 
tourism and sustainable mass tourism. Both originated as circumstantial alternative 
tourism. Deliberate alternative tourism came into existence when adamancy platform 
replaced cautionary platform (Jafari, 1989) in the 1980s and it fits well in the 
indigenous community which treasure economic benefits and preservation (Weaver, 
2000), Maasai of Kenya (Singiga, 1995) and the Aboriginal in Australia are some of 
the examples (Altmand and Finlayson, 1993). According to Weaver, (1993, 1998)， 
such a scenario also sites with sites that lays on the periphery, including the islands. 
Deliberate alternative tourism destination could be developed into an unsustainable 
mass tourism one when the carrying capacity remained unchanged while the control 
was relaxed (Weaver, 2000), just as the case in Coastal Rica's Manuel Antonio 
National Park (Norris, 1994). The later represents a large number of visitors running 
into a site with strict regulation, so sustainability is maintained (Weaver, 2000). This 
scenario is consistent with Butler's (1980) idea of the creation of "instant" mega 
resort, as both involve strict management which aims at minimizing the impact on 
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the destination (Weaver, 2000). 
Beyond, preserving the environment, the attributes to sustain tourism activities 
in a destination, the importance of management was clearly revealed in the role of 
minimizing impact on local community caused by tourism activities as the locals 
owns the heritage. It is widely viewed that growing number of visitors at a site might 
disturb the local community's life style (Butler, 1980; Gossling, 2002). As revealed 
in Gossling's study (2002), social impact was very pronounced in Zanzibar with 
increasing visitation, conflicting perception between the locals and visitors over the 
destination and simplification of the local system are some of the sources of 
annoyance caused. With visitors' subjectivity (Gossling, 2002) and partial 
consumption of local products (Urry, 1995), the problem intensified. Furthermore, 
the imposition of western understanding of authenticity over the destination 
development also leads to the decline in the authenticity of the life of local (Gossling, 
2002). 
3.5.2 Different aspect of heritage management 
Traditionally, managing heritage simply implies resource management but in 
recent decades, the focus has extended to the management of visitors implying that 
the present management looks into both supply and demand aspect as well (Hall and 
McArthur, 1993a; Hall and McArthur, 1993b; Middleton; 1994; Hooper-Greenhill, 
1998; Pearson and Sullivan 1995). Such a shift became obvious as visitors are being 
considered as partial owners of the heritage, thus, their feelings and perceptions over 
heritage influences its existence and conservation (Knudson et al., 1995). In relation 
to this, the concept of carrying capacity has gone beyond the management of visitors 
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towards the amount of facilities and services at the heritage site (Orbasli, 2000). 
Initially the relationship between tourism and natural environment was the 
focus of discussion (Budowski, 1976; 1977) but in recent times, the study of 
relationship between tourism development and social environment (0’ Grady, 1981; 
Gorman, 1988; Dana, 1989; Madrigal, 1993; Abakerli，2001) is growing as 
community tourism is gaining popularity (McKercher, et al, 2003). Consequently, 
the relationship between tourism stakeholders and the host community is similarly 
gaining attention related this to Hong Kong (Altman, 1989; Altman and Finlayson, 
1991). 
3.5.3 The relationship between management and tourism 
The consequences of tourism development are the potential for conflict between 
tourism and various stakeholders on one side and tourism development and 
management on the other. 
Although management of heritage has received attention from researchers and 
scholars, the relationship between cultural heritage management and tourism 
continues to be controversial (Jacobs and Gale, 1994; Boniface, 1998), with some 
scholars believing that it is possible to build up a cooperative relationship 
(Mckercher et al, 2005). Such arguments reflect the fact that tourism and heritage 
management represents different concerns. Traditionally heritage management 
focuses on conservation, education, authenticity, while, the tourism sector 
emphasizes commoditization, the development and the promotion of heritage sites 
(du Cros, 2000; McKercher et al, 2005). This difference was highlighted by Kerr 
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(1994) who asserted that, "what is good for conservation is not necessarily good for 
tourism and what is good for tourism is rarely good for conservation". 
Yet the relationship between tourism and management is not necessarily to be 
conflicting in nature as Mckercher et al., (2005) discovered seven types of 
relationship are in existence. Beyond “conflicting” relationship, the other six 
relationships include “denial，，，to deny the assets as a tourism assets; "unrealistic 
expectation" over the market appeal of the assets; “parallel’，existence, two 
stakeholders are working towards the same direction but independently" which is 
commonly found in Hong Kong; "imposed co-management" which does not exist in 
Hong Kong at the present; "partnership" and also “cross purpose" which is to reuse 
heritage sites as a mean of preservation. Among the seven relationships, “parallel 
existence" and "partnership" appears to be the most mature form of development, 
followed by "imposed co-management and conflicts", while unrealistic expectation 
and "denial" are the most immature one (McKercher et al, 2005). 
3.5.4 Objectives of tourism management 
The objective of management is to make sure that the scale of visitation could 
be accommodated by the carrying capacity of the particular site, so that sustainable 
tourism could be carried out without degrading the value and the resources of the site 
(Martin and Uysal, 1990; Canestrelli and Costa, 1991; Lane, 1991; Stephen and 
Boyd, 2003). The benefit of management is not only on conservation, but also to 
enhance visitor experience (Millar, 1989; Hall and McArthur; 1993). Thus, 
management should be proactive (Russo, 2002) with the ultimate goal of 
maximizing visitor experience while minimizing negative impacts on the site (Lane, 
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1991; McArthur and Hall 1993a; Glasson et al, 1995; Pearson and Sullivan, 1995). 
This is particularly relevant in new destinations where heritage tourism is being 
promoted as in the case in Tai O. Lane's (1991) ecological sustainable tourism 
further added that, tourism development should not be concentrated at certain 
attraction, but should be diffused among communities, thus facilitating the 
development to be within the carrying capacity as recommended by the other 
scholars. 
In a study du Cros (2000) illustrated how to strike a balance between 
conservation and economic yield in cultural tourism. In the report, the management 
policy of each heritage tourism assets could be represented on a continuum with 
conservation on one end and the degree of commoditization on the other. For certain 
assets, due to their fragility, the priority should be conservation, while those with 
higher capacity to stand high level of visitation will be open priority for promotion. 
This idea fits the principle of sustainability which is gaining popularity, du Cros 
(2000). Furthermore, du Cros utilized this concept in making decision on the site to 
be developed and the relative level of development in the study over Hong Kong's 
heritage. Similarly, Li and Lo (2004) utilized this framework of market-appeal 
robusticity matrix to assess 19 sites in Kam Tim. It is on this background that this 
study assesses the management and marketing of heritage tourism on Tai O by 
employing various methodologies including the market appeal-robusticity matrix. 
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Chapter 4 Methodology 
4.1 Introduction 
Successful heritage tourism development does not solely depend on the 
unique attributes as marketing also plays a significant role (Clark, 2004). Matching 
the needs of the visitors and the supply of the site could not only enhance the 
visitors' satisfaction, but can be effective in reducing conflicts between the local 
community and the visitors (Smith, 1995). To ensure the marketing plan to be 
comprehensive and effective, a good understanding should be the priority for it 
provides the supplier information on the setting up of marketing objectives, 
implementation of marketing activities and management strategy (Hall and 
McArthur, 1993b). One effective tool for supplier to understand visitor demand is 
the identification of the potential population for promotional initiatives. The 
identification process requires formation of market segments (Pearson and Sullivan, 
1995; Smith, 1995; Hall and McArthur, 1998b). Beyond understanding the market, 
assessing the supply of Tai O is carried out based on its market appeal and its 
carrying capacity using secondary data and site observation. Furthermore, in order to 
maximize the sustainability of heritage tourism development, the perception, attitude 
and concern of the local community are also assessed. This study takes a quantitative 
approach in order to fulfill the above objectives. One set of questionnaires is used in 
addition to in-depth interviews which provided further information needed for 
analysis. 
This chapter aims at explaining how data for the study was collected and 
analyzed. On the first hand the setting of the questionnaire exploring the visitor 
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demand is outlined, method and source of data collection and the method of analysis 
followed. The method used for assessing local attitudes, the market appeal-
robusticity matrix is also explained in this chapter. How each attribute is graded and 
the method used in gathering the necessary information is explained. Furthermore, 
the reason for choosing in-depth interviews when assessing the local community's 
perspective is revealed at the last section of this chapter. In addition, the setting of 
this set of structured questionnaires is explained. 
4.2 Assessing the market demand 
The first section of the questionnaire concerned with the motives of study, 
including both the pull and the push factors for they suggest different domains of 
travel motivation that could yield useful market implications (Appendix 1). The main 
motives suggested in this study were adapted from literatures that focus on market 
segmentation (Yale, 1997; Chang, et al., 2004). The study employs a number of 
multiple motivations as motivation is regarded as multi-dimensional in nature (Pyo, 
et al, 1989). 
4.2.1 Data sources 
The target population for this set of questionnaire was the visitors to Tai O 
aged 15 or above and who had just ended the tour on the day the interview was 
conducted. 15 years old was chosen as the minimum age as respondents at this age 
should have well developed cognitive abilities (Apter et al, 1998). 
Visitors from all nationalities were included in the sample size. Respondents 
having completed a trip were selected at the only exit of Tai O. The questionnaires 
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were self-completed by the respondents under the interviewers' supervision. The 
interviews took place from 1 pm to 5:30 pm on the both weekdays and weekends as 
that is the peak hour for visitors to leave the site after their trip. A total of 718 sets 
were completed. 
4.2.2 The questionnaire design 
The first two sections of the questionnaire include 12 push items and 15 pull 
items for visiting Tai O. They are rated on a six-point Likert type scale with 1 
meaning highly agree and 6 meaning the item is not important to the respondent. For 
the first 12 questions, respondents were asked to grade the importance of each push 
item causing them to take the trip. In the next 15 questions, respondents were asked 
to rate the pull items of Tai O. The results of the questionnaires are thus related to the 
visitors' perception over heritage tourism and the site at Tai O in particular. This is 
then followed by information about their traveling pattern, including their time of 
visit, the duration of the trip, the activities participated in and their information 
source. Furthermore, the satisfaction of the trip was assessed based on visitors' 
overall satisfaction on Tai O's natural and cultural resources and their willingness to 
return and recommend the site to others. Through the measurement of satisfaction, 
the performance of the site attributes can be assessed (Krishnan and Gronhaug, 
1979). The last section is the socio-demographic information of the respondents 
including education level, age, gender, nationality and income level. Responses were 
then subjected to factor analysis and subsequently cluster analysis and subsequently 
cluster analysis using SPSS for windows software as follows. 
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4.2.3 Data Analysis 
4.2.3.1 Factor analysis 
To allow data reduction and to disclose the underlying dimensions of travel 
(Hanquin and Lam, 1999)，principal component factor analysis was utilized. The 
calculation of Kaiser-Myser-Olkin statistics indicates the suitability of the data to 
undergo the process of factor analysis. 
Both the push and the pull factors were subjected to the above procedure 
separately and in this way, the items with similar characteristics were grouped. 
Twelve push factors were factorized using varimax rotation. The delineated factors 
reveal the underlying dimensions which are related to their travel motivations. The 
fifteen pull factors were similarly subjected to the same process. 
All factor items should have an eigenvalue of one or greater than one which 
is recommended by the law of Kaiser. In this, each item should explain at least 4 % 
of the total variance (Cha et al, 1995). Items with factor loading lower than 0.4 were 
extracted as they are likely to be allocated to more than one factor. The 
determination of the factors' reliabilities, Cronbach's coefficient alpha was employed 
(Cha et al, 1995). The study also follows the recommended coefficient alpha, 0.70 
as proposed by Nunnally, (1978) as it indicates good internal consistency among the 
factors found. 
4.2.3.2 Canonical correlation analysis 
Canonical correlation analysis was utilized to disclose if there is any 
relationship between the 12 push items and the 15 pull items (Baloglu, 1996). This 
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statistical method can be used for investigating the correlation between one set of 
multiple dependent variables and another set of multiple independent variables 
(Weaver et al., 1995). In order to maximize the two linear combination, canonical 
variates which are linear in nature are extracted from each of the two sets of 
variables (Hair et al., 1992). The largest number of canonical variates that can be 
delineated equals to the number of items of the smaller set (Weaver et al, 1995), 
thus, in this study, 12 pairs was the maximum pairs that could be derived. To this end, 
the interviewees were assigned to different canonical variates for the formation of 
market segments. In the study, individuals were allowed to belong to more than one 
bundle so as to enhance individual variation within the bundles (van Veen and 
Verhalien, 1986), while ‘the segments were defined by using one canonical variate at 
one time' (Weaver et al, 1995, pp.132). 
4.2.3.3 Cluster analysis 
Cluster analysis was performed based on the identified product bundles 
formed by the canonical correlation analysis or the factor analysis in order to group 
respondents that were motivated by similar forces. After the identification of clusters, 
one way AN OVA with Duncan multiple range test was employed to examine if the 
clusters formed were statistically significant or different from one another, and to 
identify the pairs of means which are significantly different. The clusters were then 
named according to their motivational characteristics. 
4.2.3.4 Discriminant analysis of motivation 
The aim of discriminant analysis is to look for the motivation factors which 
contribute most to the differentiation of the clusters. In this stage, multiple 
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discriminant analysis was performed with clusters as the dependent variables. The 
number of canonical discriminant functions depends on the number of clusters 
formed (Hair et al, 1992). The relative accuracy of the functions was verified by 
examining the hit ratio (Hair et al., 1992). The higher the hit ratio, the more reliable 
the function will be, and thus, marketers could depend on the functions for the 
classification of the potential visitors. 
In addition, crosstabulation was used to analyze the demographic 
differences among the market segments. This study employed demographic variables 
including gender, education, age, income level and occupation to see whether each 
group was statistically different from each other in terms of their socio-demographic 
factors. Chi square was then used to test these discrete variables. 
4.3 Assessing the community's attribute 
4.3.1 Data source 
Primary and secondary data were used in this section. Earlier in the pilot 
study the grading was done in form of a well-designed questionnaire, and the 
surveys were carried out at the 22 attributes, completed by the local visitors and 
residents who had just visited that attribute. The numbers of survey done for each 
attribute differed, and were based on their popularity. Yet the pilot study revealed a 
great difficulty. As most of the residents are not very certain about the management 
aspect of the attributes, they failed to grade the attributes accurately and tend to 
grade the attributes in a random manner. In order to enhance the level of accuracy, 
secondary data was then utilized. The main source of information was mainly 
contributed by on site field observations and in-depth interviews with the local 
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community representatives, including members of the Rural Community and the Tai 
O Cultural Workshop, a local NGO. The interviewees were chosen as they were 
brought up in Tai O, and they has been participating in the tourism promotion, thus 
they are the people who have the best understanding of the history of the sites 
attributes and also the way in which the attributes are being managed. Thus their 
information could contribute to the grading of the market appeal and also the 
robusticity of each of the attributes. 
4.3.2 Basic structure of the matrix 
A resources audit is needed before the implementation of the market-appeal 
robusticity matrix (Clark, 2000). The audit requires the listing of all potential 
attributes in Tai O, which were based on secondary resources. Based on the list, 22 
attributes were chosen based on their potential to undertake the market-appeal 
robusticity analyses. In order to ensure a comprehensive assessment of site attributes, 
attributes of different types were chosen, including both cultural and natural 
resources (Li and Lo, 2004). The analysis was done in the form of a matrix with 
conservation and commoditization treated as a continuum standing at the opposite 
end (du Cros, 2000; 2001). 
Within the matrix (Figure 4.1), the X axis represents the market appeal, while 
the Y axis shows the degree of robusticity. All together there are nine squares in the 
matrix where each attribute is plotted on the squares based on their ability to 
withstand visitation and their own market appeal. 
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• J H Heritage Management 
Tourism Sector 
Figure 4.1 Market appeal- robusticity matrix 
Modified from Planning for sustainable cultural heritage tourism in Hong Kong SAR: Final Report to 
the Lord Wilson heritage trust council (du Cros, 2000, pp. 15), Cultural tourism: the Partnership 
between Tourism and Cultural heritage Management (Mckercher and du Cros, 2002, p.191) and 
Applicability of market appeal-robusticity matrix: a case study of heritage tourism (Li and Lo, 2004) 
Each attribute was graded by a list of sub-indicators which was developed by 
du Cros (2001) and Li and Lo (2004) and adopted in this study. All together, there 
are 28 sub-indicators located in four different sections (Appendix 2) namely the 
market appeal (9), product design needs (4), cultural significance (8) and robusticity 
(7) (du Cros, 2000; Li and Lo, 2004). The first two sections represent the concern of 
the tourism sector which focuses on the economic return of the site, while the last 
two sections focus on heritage management. For the tourism sector, attributes score 
below 20 are identified to have low appeal while score between 21-40 are classified 
to contain moderate appeal, high appeal is classified between 40 to 60 (du Cros, 
2000; Li and Lo, 2004). Grading of the heritage management follows similar trends. 
If given less than 20 points, the attribute is considered to be fragile and contain low 
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heritage value, while those rated between 20 to 40 points consist of medium level of 
rubusticity and heritage value, for those having more than 40 points, they are 
considered as having high value resistance against visitation together with high 
natural/cultural value. 
4.3.3 Data interpretation 
As recommended by du Cros (2001), the attributes plotted in square Al and 
A2 as shown in Figure 4.1 will have the highest priority to be developed into core 
attractions as their high market appeal with high to moderate robusticity does not 
require much effort for conservation. For heritage attributes situated in squares B1 
and B2, it means that the site possesses high to medium market appeal but low 
robusticity. For the attributes located in squares CI and C2 they contain high to 
medium resistance against visitation, but with moderate appeal as tourists' attraction. 
Thus, these resources could be promoted as secondary attractions if appeal could be 
enhanced. Products lying in the squares D1-D3 are attributes having low market 
appeal and are not very likely to attract visitors. Thus it is not efficient for 
investment; rather, they can be preserved for uses other than tourism. 
4.4 Assessing the community's perception and concern 
4.4.1 Data Source 
According to the Planning Department (2001), there are around 3000 
residents in Tai O. Tai O residents are the target population and excluding residents 
aged below 12, all these residents fall within the sampling population. All together 
12 in depth interviews were carried out of which two of the respondents are 
members of the Rural Community of Tai O, Mr. Cheng Kowk Zhi and Mr. Chueng 
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Shui Sing while another interview was conducted with the organizer of the Tai O 
cultural workshop, Miss Wong Wai King. Beyond the above community members, 
residents with a more passive role in Tai O were also interviewed. These include 
three other local residents who do not participate in any kind of commercial 
activities in Tai O, and six other community members who are committed to some 
kind of commercial activities at the site. 
The interviews were carried out at a later stage of the study, because the 
fourth part of the questionnaire aimed at understanding what kind of activities the 
local community is willing to participate in with regard to the promotional initiatives 
and which are_effective measures, yet these options were generated from the result 
from questionnaire 1 (the demand) and also the market appeal 一 robusticity matrix. 
Thus, the interview could only be carried out after the analysis of the market demand 
and the supply of the site had been completed. General descriptive measures were 
used in assessing the data, as the sample size was too small for effective statistical 
analysis. 
4.4.2 Questionnaire setting 
In order to assess the local community's attitude towards heritage tourism 
development in Tai O, in-depth interviews were carried out based on structured 
questionnaire. The questionnaire is briefly split into four sections (Appendix 2). The 
first section aims at assessing the local community's perception over heritage 
tourism and sustainable tourism. This is of vital importance as this determines the 
mode of tourism development that will take place in the future, which is directly 
linked to management strategy adopted by the local community. The second section 
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focuses on understanding the local community concern over the issue of increasing 
number of visitation paid to Tai O. Respondents were asked if they are willing or 
reluctant to welcome the continuous inflow of visitors and the relative changes 
brought about. They were also given nine disturbances that are commonly caused by 
the emergence of tourism (du Cros, 2000; 2004; Li and Lo, 2004). These questions 
includes the level of disturbance of noise and air pollution, littering, direct conflicts 
with visitors, traffic congestion, pressure on local facilities, and decline in 
authenticity and damages caused to the heritage attributes. The third part aims at 
understanding how the local community feels about the benefit brought by the 
growth of tourism activities. They were given another nine benefits that could be 
brought by the inflow of tourists, including more business and job opportunities, 
arousing the attention of government, more input of resources provided by the 
government, allowing Hong Kong citizens to better understand Tai O and allowing 
foreign tourists to have a more comprehensive understanding of Hong Kong. It also 
sought to arouse the community's unity to, allow the younger generation of Tai O to 
have a better understanding of their root and to prolong the tradition and the culture 
of Tai O, etc. These attributes are rated on a six-point Likert type scale. The last 
section emphasizes on understanding the kind of attractiveness of Tai O and the kind 
of activities that they are willing to participate in order to make the above 
promotional initiative a success. These options were based on the finding of the 
demand analysis and also the market appeal-robusticity matrix. Rather than simply 
asking the respondents to give an answer to each of the questions, they were also 
asked to give reasons for their choices. This allows a thorough and in-depth 
understanding towards the local community's perception and attitude towards the 
impact of heritage tourism. 
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By integrating the data generated by the above methodology, an integrated 
framework consisting of the demand and the supply element could then be generated 
at a later stage of the study (Chapter 8). 
6 7 
Chapter 5 Assessment of Market Demand 
5.1 Introduction 
Though the site of Tai O is relatively small and the heritage and periphery 
resources could not be said to have national importance, if they are to be used and 
promoted effectively, the destination could possess competitive advantage (Crouch 
and Ritchie, 2000). To use the resources effectively, there is a need for appropriate 
promotion to raise the visitors' awareness and satisfy demand. This chapter reports 
the results of the demographic characteristics of the respondents and the demand side 
of the study. The push and pull factors related to successful heritage tourism are also 
presented and analyzed. 
5.2 The socio-demographic characteristics of the respondents 
5.2.1 Nationality 
Local residents of Hong Kong were the most frequent visitors to the site, 
capturing a very large proportion of market share (87.3%), followed by western 
visitors coming from different countries accounting for 9.5% of the sample size. 
Visitors from China mainland only accounted for 3.2% of the respondents. This 
indicates domestic travel was an important component of the Tai O's market. 
5.2.2 Gender 
Table 5.1 summarizes the demographic profile of the respondents. Most of 




The majority of the respondents were young adults, with 79.1% falling 
between the age group of 18 to 44 years old. Among all age groups, respondents 
between 25-34 years old represent the largest portion of the sample group (36.5%). 
Teenagers below the age of 18 were also frequent visitors to Tai O as they 
represented 10.6% of the sample group. The elderly are not frequent visitors to the 
destination and therefore visitors aged above 64 represented a smallest group 
occupying only 0.6% of total sample. 
5.2.4 Education level 
Most of the respondents were highly educated with 48.86% having received 
tertiary education, while another 47.71% has obtained or were undergoing secondary 
education (Table 5.1). When compared to heritage tourist's profile in other countries, 
Tai O visitors' education level is relatively lower. According to the Travel Industry 
Association of America (2003), 60% of the visitors who participated in 
cultural/heritage tours capture a college degree. The dissimilarity in terms of 
education level might reflect the fact that the majority of the respondents in this 
study were not tourists with specific interest, but were simply the visitors at a 
heritage site. In fact this corresponds to Hong Kong's short history of alternative 
tourism development, but this notion will be discussed later in subsequent chapters. 
5.2.5 Career 
About 53.5% of the interviewees were white collar workers, while another 
22.7% of the visitors were students. Only 5.2% of the respondents were engaged in 
secondary production. On the other hand, corresponding to the small number of 
6 9 
elderly on the site, retired respondents only accounted for 1.4% of the total sample 
size. 
5.2.6 Income level 
The average income level of the visitors was not high, as about half (48.1%) 
of the respondents' monthly income was below $10000. The high percentage of 
student visitors explained the presence of a relatively large proportion (27.4%) of 
respondents receiving less than $5000 monthly salary. Another 20.7% of the 
respondents fell into the category of $5000 to $10000, while only 21.6 % of the 
respondents were allocated in the category of those earning more than $20000 a 
month. The small portion of high income earners produced an opposite picture from 
that of the alternative tourist's profile identified in the western nations, as most of the 
alternative visitors in the western countries are high income earners. This could be 
explained by the different proportion of students in the sample as mentioned in the 
previous section. 
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Table 5.1 Visitors' profile of Tai O 
Absolute number Valid Percentage 
(Total:718) 
Nationality 
HKSAR ^ ~3 
Mainlander 23 3.2 








18-24 169 23.5 
25-34 259 36.5 
35-44 133 18.8 
45-54 56 7.8 
55-64 13 1.8 
>64 4 q ^ 
一 一 100 
Education Level 
Primary education 25 3.43% 
Secondary education 342 47.71% 
Tertiary education 350 48.86% 
Monthly Income (HK$) 
<5000 189 27.4 
5000-10000 143 20.7 
10001-15000 137 19.8 
15001-20000 73 10.6 
20001-25000 54 7.8 
25001-30000 28 4.1 
30001-35000 17 2.5 
>35000 50 72 
一 “~ 100 
Occupation 
Student 158 22.7 
Educational Sector 60 8.6 
Executive 118 17 
Engineer 46 6.6 
Service Sector 145 20.9 
Unskilled worker 36 5.2 
Retired 10 1.4 
Others m 17^ 
100 
71 
5.3 The context of demand 
5.3.1 Visitors motivation for travel 
In Table 5.2, all push and pull items based on descending mean scores were 
listed showing the relative importance of each motivational item. "Escape from 
routine" gained the highest mean score (4.93 out of 6) among all push factors, 
followed by "relaxation" (4.9). Gaining an average score of 4.69, both “family 
togetherness" and desire for "fresh air" ranked third. “Tranquility” ranked fourth 
with a mean score of 4.61. “Visiting unknown places", "friendship building" and 
“nature appreciation" gained similar mean scores of 4.48, 4.47 and 4.46 respectively. 
The ninth and the tenth places were occupied by the motivational items “cultural 
appreciation" (4.38) and "discovery" (4.29), thus showing that these two factors 
were not very important pushing forces for the respondents. 
In contrast, "adventure" and "sports" with mean scores of 4.09 and 3.88 
respectively ranked the least importance in the list. For the pull motivations, the most 
popular pull factor was “unique setting" with 4.62 points of mean score. “Beautiful 
scenery" appeared to be the second most important attraction for Tai O (4.40), 
followed by ‘‘special local products" with a score of 4.29. "Tranquility", “cultural 
heritage" and “natural resources" gained mean scores of 4.18, 4.13 and 4.12 
respectively. As revealed in Table 5.2, starting from the seventh place, the average 
score fell below four points. These include pull factors "well-preservation" (3.96), 
“special eateries" (3.86), “presence of hiking facilities" (3.75), “provision of clear 
signs" (3.63) and “high accessibility" (3.59); "presence of linkages among linkages" 
(3.56), “availability of site information" (3.53), "presence of clean washroom" (3.44) 
and "attractive transport cost" (2.85). "Low transport cost" ranked last in the Table 
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5.2 with only 2.85 points indicating that the low cost of transportation is not one of 
the major attractiveness of the site. 
Table 5.2 Mean scores of both push and pull factors 
Mean Mean 
Push Factors (Max=6) Puli factors (Max=6) 
Escape from routine 4.93 Unique setting 4.62 
Relaxation 4.90 Beautiful scenery 4.40 
Family togetherness 4.69 Special local products 4.29 
Fresh air 4.69 Tranquility 4.18 
Tranquility 4.61 Cultural heritage 4.13 
Visiting unknown places 4.48 Natural resources 4.12 
Friendship building 4.47 Well-preservation 3.96 
Nature appreciation 4.46 Special eateries 3.86 
Cultural appreciation 4.38 Hiking facility 3.75 
Discovery 4.29 Clear signs 3.63 
Adventure 4.09 Accessibility 3.59 
Sports 3.88 Attraction linkage 3.56 
Site information 3.53 
Clean washroom 3.44 
Low transport cost 2.85 
Note: Importance ranking were based on mean scores measured on a likert-type scale from 
1-6(1= extremely not Important, 2= not important, 3 Some what important, 4 Important, 5= 
Very important, 6二 extremely important) 
5.3.2 Factor analysis of push and pull factors 
In order to reveal the underlying dimension of push and pull factors, principal 
component factor analysis was undertaken with the utilization of varimax rotation. 
Thus data reduction on push and pull items were carried out based on their similar 
characteristics. 
5.3.2.1 Factor grouping of push factors 
The 12 push items yielded four factors, two of the factors got eigenvalues 
greater than one while the other two failed to meet the criteria. The last two factors 
recorded eigenvalues 0.986 and 0.903 respectively which were close to one as 
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suggested by Kasier (Cha et al, 1995) and therefore, these two factors were included 
in further analysis. Furthermore, in each factor, only those items with factor loading 
greater than 0.4 were used as items with loading smaller than 0.4 might have greater 
possibility to be allocated in more than one factor (Cha et al., 1995). As reported in 
Table 5.3, these 12 push factors contained factor loadings which were greater than 
0.56, this means that all items fulfilled the above requirement and thus were included 
in the factors identified. Finally, four push factors were generated. These factors 
included a) educational and knowledge, b) relaxation and social function, c) health 
and d) active participation. The name of the factors was derived from the similar 
properties among the motivational items allocated in that particular factor. All 
together, these four factors explained 66.80% of the variance. 
Four push items fell into factor one, desire for "knowledge and education". 
These items included “cultural appreciation", “nature appreciation", "discover" and 
"visiting unknown places". With an eigenvalue of 4.831, this factor explained 21.345 
% of the variance. The second factor was labeled "relaxation and social function" 
and consisted of three items, namely "relaxation", “family togetherness" and "escape 
from daily routine". The second factor had an eigenvalue of 1.539 and explained 
17.565% of the variance. The third factor was related to “health，，enhancement 
through traveling, and it included only two items namely desire for "fresh air" and 
tranquility,，. The eigenvalue was 0.986 and was able to explain 16.884% of the 
variance. The fourth factor was named "active participation", and it contained three 
push variables, including push items like desire for “adventure”，"sports", and 
“friendship building". This factor had an eigenvalue of 0.903 and contributed to 
13.036% of total variance explained. 
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This result indicated that visitors were motivated by the push factors. Yet, 
within the market, the importance of these factors might differ for different visitors. 
Therefore based on the result, the formation of refined market segment could be 
achieved with the use of cluster analysis. 
Table 5.3 Factor analysis with PCA extraction for push motivations 
Factor Percentage of 
loadings Communality Eigen-value variance 
Factor 1 Educational , , 4.831 21.345 +Knowledge 
Cultural appreciation 0.790 0.674 
Nature appreciation 0.755 0.682 
Discovery 0.737 _ 0.617 一 
Visiting unknown places 0.663 0.546 
Factor 2 Relaxation + social . cm . „ ^ „ ” 1. jJy 1 /.JOJ function 
Relaxation 0.763 0.703 “ 
Family togetherness 0.750 0.611 
Escape from routine 0.657 0.622 
Factor 3 Health ~ ； 7 m ” 
enhancement 
Fresh air 0.854 0.858 “ 一 
"Tranquility 一 0.851 — 0.817 
Factor 4 Active ~ ； 
participation 
Adventure 0.737 “ 0.706 ‘ 
Sports 0.682 0.762 “ 
"Friendship building 0.584 0.662 一 
Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser 
Normalization.a Rotation converged in 6 iterations. 
5.3.2.2 Factor grouping of pull factors 
Table 5.4 reveals the 15 pull items representing the sites attractiveness. These 
were categorized into 3 factor groupings with eigenvalues ranging from 6.182 to 
1.132 and thus all could be included in further analysis. Furthermore, as the lowest 
factor loading among the items was 0.515, all items had low chance to be allocated 
in more than one of the factors. The three factors were thus generated and they 
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included a) natural and cultural resources available at the site, b) supporting facilities 
and c) special local products. These three factors altogether could explain 60.856 % 
of the variance. 
Table 5.4 Factor analysis of the pull motivations 
Factor ^ Eigen- Percentage of , J . Communality , . • • , loadings ^ value variance explained 
Factor 1 Natural + 6.182 24.945 
cultural resources 
Cultural heritage 0.763 0.610 
Unique setting 0.762 0.629 
Well-preservation 0.762 0.652 
Natural resources 0.737 0.565 
Tranquility 0.679 
Beautiful scenery 0.641 0.512 
Hiking facilities 0.515 
Factor 2 1.815 20.693 
Supporting facilities 
Low transport cost 0.798 0.645 
Linkage among Q ^ 0.645 
attractions 
Accessibility 0.703 ^^^^^^^^^^^^^^^^^^^^^ 
Site information 0.649 0.628 
Clean Washrooms 0.568 0.578 
Factors 1.132 15.218 
Special local products 
Special eateries 0.823 0.743 
Special local products 0.811 0.701 
Clear signs 0.600 0.614 
Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser 
Normalization. A rotation converged in 6 iterations. 
Accordingly, the name of the factors was derived from the similar properties 
among the items allocated in that factor. The first factor was labeled "natural and 
cultural resources" and included the largest number of variables as it embraced seven 
items. These included “cultural heritage", “unique setting", "well preservation of 
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local attributes", “natural resources”，"tranquility", “beautiful scenery" and the 
presence of “hiking facilities". This factor had an eigenvalue of 6.182 and was able 
to explain 24.945% of the total variance. The second factor named as "supporting 
facilities" included five items, namely “low transport cost’’，the availability of 
“linkage among the site attributes", “accessibility”，“the availability of site 
information" and “the presence of clean washroom". This factor had an eigenvalue 
of 1.815 with an explanation of 20.693% of the total variance. The last factor, 
“special local products”，consisted of the smallest number of items. The three items 
included were “special eateries", ‘‘special local products", and the provision of 
"signage". This factor had an eigenvalue of 1.132 and explained 15.218% of the total 
variance. 
The study once again indicated that visitors are influenced by the local 
attractions; yet, visitors may treasure different kinds of local attributes. This result 
was then utilized for the identification of the differences among different clusters in 
a later stage. 
5.3.3 Segmentation based on canonical correlation analysis 
Canonical correlation analysis was performed by utilizing both the 12 push 
factors and the 15 pull factors. The aim was to form the canonical variates and 
compare them with the factors generated by factor analysis, and the better result 
could then be chosen for the formation of clusters. 
Canonical correlation analysis of the push and pull motivation items created 
12 pairs of canonical functions which were significant at 0.95 confident level. 12 
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pairs were generated as the maximum number of pairs that could be extracted from 
the variables cannot exceed the number of variables in the smaller set of variables 
(Baloglu and Uysal, 1996). As there were 12 push factors but 15 pull factors, the 
maximum number of variate pairs that could be extracted therefore was 12. 
As shown in Table 5.5 the canonical correlation ranged from 0.719 to 0.024. 
The eigenvalues, which were the overlapping variance that lies between the pairs of 
canonical variates ranged from 0.1% to 51.7% (Table 5.5). The push motivation 
variance could contribute to 19.8% of the pull motivation variance, while the pull 
motivation variance could explain 23.2% of the push motivation variance. According 
to Huang et al. (1995) only the variate pairs having a redundancy ratio larger than 
1.5% for both the push and pull variates can be considered in further analysis. This is 
because low redundancy value indicates little variation in one set of variables and 
can be explained by the other set of variables (Huang et al., 1995). Yet in this study, 
only the first pair of variate fulfilled the above requirement. The first pair of variates 
had a pull factor redundancy of 16.576% while the push factor redundancy was 
18.691%. In the second pair, the redundancy ratio for the pull factor was 1.242%, 
thus it was far below the requirement of 15% according to Huang et al. (1995). Thus, 
even though the redundancy ratio for the push factor was 2.172%, this pair of 
variates failed to be extracted for the formation of clusters. As all the variate pairs 
except the first pair failed to have the redundancy ratio of both factors higher than 
1.5%, only the first pair could be extracted for further analysis. This meant that only 
one segment could be generated. 
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Table 5.5 Overall results of Canonical correlation analysis 
Overall results of canonical correlation analysis 
Canonical 
Variate 1 2 3 4 5 6 7 8 9 10 11 12 
(Root) 
Canonical 0.451 0.376 0.3 0.244 0.196 0.149 0.112 0.093 0.068 0.057 0.024 
correlation 
Eigenvalue 0.517 0.203 0.142 0.090 0.060 0.039 0.022 0.013 0.009 0.005 0.003 0.001 
Variance explained (%) 
Pull factors 32.062 6.108 4.687 7.562 4.062 5.046 5.972 3.051 3.232 3.661 5.768 4.544 
Cumulative 32.1 38.2 42.9 50.4 54.5 59.5 65.5 68.6 71.8 75.4 81.2 85.8 
/ u s h 36.153 10.687 6.307 6.997 6.606 5.524 4.905 5.017 4.826 3.826 3.956 5.856 
factors 
Cumulative 36.2 46.8 53.1 60.1 66.8 72.3 77.2 82.2 87.0 90.8 94.8 100.0 
Proportion of Redundancy (%) 
Pull factors 16.576 1.242 0.664 0.681 0.242 0.195 0.133 0.038 0.028 0.017 0.019 0.003 
Cumulative 16.6 17.8 18.5 19.2 19.4 19.6 19.7 19.8 19.8 19.8 19.8 19.8 
/ u s h 18.691 2.172 0.894 0.571 0.394 0.213 0.109 0.063 0.042 0.018 0.013 0.003 
factors 
Cumulative 18.7 20.9 21.8 22.3 22.7 22.9 23.0 23.1 23.1 23.2 23.2 23.2 
Dependent variable: Pull motivations; Independent variable: Push motivations 
5.3.4 Comparing the results generated by factor analysis and canonical 
correlation analysis 
The result yielded from canonical correlation analysis was discouraging, as 
only one segment was formed, which meant, this statistical method failed to generate 
meaningful market segments. The possible reason was due to the relatively small 
number of push and pull items that had been considered in this research, resulting in 
failure of highlighting the correlation between the two sides. This hinted that, 
canonical correlation analysis is not ideal for small local sites like Tai O for the 
generation of market segments. This is due to the fact that these small scale sites tend 
to provide a narrow range of experience and thus a relatively smaller number of 
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corresponding push and pull motivations could be yielded when compared to a site 
of regional scale. Yet, a large number of pull and push factors is required if there is a 
need to utilize canonical correlation analysis to obtain distinctive market segments as 
this statistical method requires the fulfillment of two processes. Firstly the pull and 
the push items need to undergo the data reduction process based on the similarity on 
the items. Secondly, in order to form the paired variates, the push and the pull items 
will have to be grouped into pairs based on their correlation. 
Having two criteria to fulfill, local-scaled destinations which are likely to 
provide a narrower range of experience are thus related to a small number of push 
and pull items, and would find it more difficult to utilize the canonical correlation 
analysis to form meaningful segments. To this end, this study revealed that factor 
analysis is a better statistical tool for market segmentation in small local sites, like 
Tai O when compared with canonical correlation analysis. The result generated from 
canonical correlation analysis was not utilized in further analysis. Following from 
this therefore, the following section of the study aims at utilizing the results 
generated from factor analysis to form the market segments. 
5.3.5 Identification of market segment based on cluster analysis 
In order to identify the groups of respondents based on their similar 
responses to the questions based on the push factors, cluster analysis was carried out. 
By using furtherest neighbor as the cluster method and squared Euclidean distance as 
the measure method, the dendrogram suggested the formation of four clusters. All of 
the clusters consisted of adequate number of members, (cluster I consisted of 59 
respondents, cluster II consisted of 43 respondents, cluster III consisted of 511 
80 
respondents while cluster IV consisted of 102 respondents), thus, none of the clusters 
needed to be extracted from further analysis. As indicated in Table 5.6, the One Way 
ANOVA test revealed the four clusters formed are significantly different in terms of 
their preference towards the four push motivation factors (at p<0.001). Duncan 
Multiple range test was utilized in order to investigate if there were any significant 
differences between the clusters with respect to each of the four factors. The mean 
grade of each of the four push motivation factor in each of the four clusters was 
summarized in Table 5.6. The mean grade is useful to explain the relative importance 
of each of the push motivation factors to the clusters (e.g. the higher the grade, the 
higher the level of importance of that particular motivation factor to the clusters). 
Significant differences in the mean scores among all the four clusters were 
found in the factors named "relaxation and social function" and "active 
participation". This meant that in terms of the above two factors, cluster I's mean 
score differed from that of clusters II, III and IV. Cluster II was different from 
clusters III and VI, while cluster III was different from cluster IV. For the rest of the 
motivation factors, “education and knowledge and also “health”，differences in mean 
scores could only be revealed among certain pairs of clusters. In terms of "education 
and knowledge", there was no significant difference between cluster I (2.7839) and 
cluster II (2.9651), as the two clusters were allocated into the same homogenous 
subset. Yet these two clusters showed significant difference when compared with 
cluster III (4.6042) and cluster IV (4.9534). For the factor named "health", cluster I 
expressed significant difference with clusters II, III and IV, at the same time, cluster 
II was found to be different from clusters III and IV. Clusters III and IV had no 
significant differences in the mean score with regard to the "health" factor. 
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Table 5.6 also reveals that among the four clusters, the motivation factors 
carrying the highest mean score within each cluster was different. The table (Table 
5.6) also shows the highest rating for each of the motivation factors found among the 
four clusters. Cluster II showed a relatively higher score for the factor “health’’ 
(5.186) than the other three clusters, cluster III placed higher value on both 
“relaxation and social function" and also the factor "active participation" when 
compared to the other three segments. On the other hand, cluster IV placed 
“education and knowledge" as the factor having the highest score relative to the 
other clusters. Based on the relative importance on the four motivation factors, 
cluster II was labeled “health seekers", while cluster III was called "gazers" which 
indicated that they were multiple purpose seekers while cluster IV was named 
"novelty seekers" for their desire for knowledge. In this way, cluster I was left 
undefined. The reason was because based on the comparison of the four motivation 
factors among the four clusters, none of the factors stood out to give this cluster a 
clear identity. Furthermore, as revealed by Table 5.6, respondents gave relatively low 
scores for all the four motivation factors ranging from 2.6949 to 3.4237, therefore, 
showing that none of the push motivation factors tended to exert great pull over the 
visitors' intention to visit. 
Table 5.6 Summary statistics of Cluster analysis of the Tai O visitors 
Cluster 1 Cluster II Cluster III Cluster IV 
Motivation Factors 1 (n=59) 2 (n=43) 3 (n=511) 4 (n=102) F -ratio Sig. Level 
Education +Knowledge 2.7839 (a) 2.9651(a) 4.6042(b) 4.9534(c) 158.448 0.000 
Relaxation+ Social Function 3.4237(a) 4.822(b) 5.776(c) 4.4739(d) 83.689 0.000 
Health 2.7458(a) 5.186(b) 5.0431(c) 3.5784(c) 156.619 0.000 
Active Participation 2.6949(a) 3.171(b) 4.480(c) 3.7353(d) 94.760 0.000一 
Notes: Letters a, b, c and d are statistically different according to the Duncan multiple range 
test at 99% of confident level. 
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Beyond explaining the labeling of the four clusters, Table 5.6 also indicates 
the factor that was most responsible for differentiating the clusters. Furthermore in 
Table 5.6, F ratio were highest for the factors “education and knowledge" and 
“health”，alluding that these two factors were the two most important factors 
separating the clusters as F ratio expresses the importance of a factor in 
differentiating the clusters. 
The allocation of visitors into the four segments was not in an even pattern. 
As indicated in Figure 5.1, the majority (71.47%) of the respondents were classified 
into cluster III, the gazers, while the other three clusters altogether made up only 
28.53% of the total market share. Novelty seekers appeared to be the second largest 
group with 14.27% of the respondents. The other two segments only captured a 
minor share; 8.25% market share belonged to the first segment, the undefined group, 
while the health seekers represented the smallest segment making up 6.01% only. 
^ _ _ _ _ 1 0 2 , 1 4 . 2 7 % 
4 3 , 6 . 0 1 % 
V 7 I I 
\ Z • Novelty seekers 
5 1 1 , 7 1 . 4 7 % \ v •Undef ined 
^ y ^ • Health seekers 
• Gazers 
Figure 5.1 The distribution of the four market segments 
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5.3.6 The discriminant analysis 
5.3.6.1 The general result from the discriminant analysis 
Multiple discriminant analysis was carried out after the clusters had been 
generated to serve three purposes, including classifying the visitors into groups by 
using discriminant prediction equation (Garson, 2006) so that the functions 
generated could act as predictors in future prediction. Secondly, the discriminant 
analysis also helped to identity the factors that were most discriminating for the 
formation of clusters (Lee et al, 2004). Furthermore, the classification matrices 
helped to identify the number of respondents being correctly classified into their own 
clusters (Lee et al, 2004), thus, the credibility of the discriminant analysis could be 
validated. 
As suggested by the cluster analysis, a four-group discriminant analysis 
model with the use of three canonical discriminant functions to separate the four 
clusters was generated (Hair et al., 1992; Garson, 2006). Three discriminant 
functions were generated and their details are listed in Table 5.7 below. As indicated 
by the F test, all the three functions generated were statistically different from one 
another at 99% of confident level (Table 5.7). Table 5.7 indicates that the first 
function got the greatest explanatory power as it could explain 53.1% of the variance 
while having an eigenvalue of 0.804, while function two explained 43.9 % of the 
variance with an eigenvalue of 0.665 and yet function three with an eigenvalue of 
0.045 only contributed 3% to the total variance explained. This indicated that the 
explanatory power of equation three is rather limited. 
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Table 5.7 Summary of the four-grouped discriminant analysis results 
Eigenvalue % of Cumulative Canonical Wilks' Chi- ^^ 
Variance % Correlation Lambda square 
Function 1 .804(a) 53.1 53.1 0.668 .318 812.346 12 .000 
2 .665(a) 43.9 97.0 0.632 .575 393.288 6 .000 
3 .045(a) 3.0 100.0 0.207 .957 31.229 2 .000 
5.3.6.2 Discriminant functions' predicting power 
Beyond identifying the most distinctive factors that are responsible for 
separating the clusters, strength of the discriminant analysis is the formation of 
functions which could be used for future prediction or generation of market segment 
generation. In this study three discriminant functions were generated in the four-
cluster solution, and the cross-validated grouped case indicated based on 
discriminant analysis, 84.2% of the membership had been correctly classified, yet 
the predictive power of the functions needs to be verified in each cluster before 
application in future prediction. 
The hit ratio of each of the cluster is summarized in Table 5.8. It was 
discovered that, the predictive power of the gazers group was the strongest, as 95.3% 
of the membership had been correctly classified in this cluster, while only 24 
respondents had been wrongly classified into the other three clusters (Table 5.8). 
Among the four clusters, cluster I, the undefined group gained the second highest 
predictive power, yet the accuracy had already fallen to 69.5%. It was discovered 
that six respondents had been wrongly allocated to the other three clusters 
respectively. The predictive power over clusters II, the health seekers and cluster IV, 
the novelty seekers was more disappointing. As for cluster II (health seekers), within 
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the 43 members, only 22 of them accounting 51.2% of the membership had been 
correctly assigned back to cluster II, while a large portion, 44.2%, had been 
misallocated to cluster III (gazers) while two other members had been wrongly 
grouped into cluster I, the undefined group. The hit power for cluster IV, the novelty 
seekers was also weak, as the accuracy ratio was barely above 50%. Again, the 
majority (48%) of the misallocated membership had been wrongly assigned to 
cluster III, the gazers. These indicated the functions are weak at differentiating 
cluster II, health seekers, and cluster IV，novelty seekers, from the cluster III, the 
gazers. Thereby in most cases, the novelty seekers and the health seekers were 
misclassified as the gazers. To this end, the functions could not be regarded as a 
valid predictor though the over all hitting power was beyond 80% making the result 
analysis acceptable. 
Table 5.8 Cross-validated grouped cases' hitting power 
Clusters Predicted membership Total 
Undefined Health seekers Gazers Novelty seekers 
Undefined 69.5%(41) 10.2%(6) 10.2% (6) 10.2% (6) 100%(59) 
Health seekers 4.7%(2) 51.2%(22) 44.2% (19) 0% (0) 100%(43) 
Gazers 1.2% (6) 2%(10) 95.3%(487) 1.6% (8) 100%(511) 
Novelty seekers 1%(1) 0% (0) 48%(49) 51o/o(49) 100%(102) 
5.4 The context of visitors' perception 
5.4.1 Visitors' perception on heritage tourism 
The perception and knowledge of visitors over heritage tourism help to 
identify special interest tourists from tourists at a heritage site. In general, Tai O 
visitors do not have high awareness over the term "heritage tourism". With 267 
missing data, 185 respondents accounting for 59.2% of the sample size (451) 
claimed they had never heard of the term "heritage tourism". This indicated the 
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majority of the visitors were not true heritage tourists. In addition, out of these 184 
respondents who claimed they have heard of the term ‘heritage tourism', 131 of 
them stated that they had considered the heritage as their own heritage, while another 
53 declared they did not hold such a view. The data helped to draw the conclusion 
that only 29.05% of the visitors had learnt the term 'heritage" while viewing the 
attributes in Tai O as their own heritage at the same time. According to the definition 
of Poria et al (2001), only visitors who view the heritage attributes at the destination 
as their own heritage can be considered as heritage tourists. Thus, accounting those 
who have heard the term “heritage tourism" and consider the heritage as their own 
heritage’’，the majority of the visitors (70.5%) could not be considered as heritage 
tourists; rather they were only visitors at a heritage site. 
After the identification of true heritage visitors, the next step was to unveil 
visitors' knowledge on the elements of heritage tourism. Based on those who 
claimed they had a basic understanding over heritage tourism (184 out of the total 
sample size of 451), their level of understanding had been assessed. The question 
asked aimed at assessing their understanding on the concept of heritage tourism. The 
result indicated that the majority of the respondents lacked thorough understanding 
on the concept of heritage tourism and their knowledge over its component was 
rather incomprehensive and shallow. In the initial question, respondents were given 
eight options; with five as the elements that heritage tourism should contain 
(including, cultural elements, natural elements, educational value, provision of 
collective memories, and visitor management), while the other three options 
represented the elements that should not be present in heritage tourism (including, 
similarities with mass tourism, maximize the number of visitors and the provision of 
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shopping facilities). 
Figure 5.2 revealed that out of the 184 respondents only 15 respondents 
chose all the five correct answers. This means that, out of the total sample size of 
451 (with 267 missing data), there was only 3.33% of the respondents that showed 
an understanding of heritage tourism. While 6.43% of the respondents got 4 options 
correct, 9.76% got 3 correct answers with no mistakes, 7.89 % of the visitors got 
only 2 correct answers, and 8.65 % got only 1 correct option. The small percentage 
of respondents gaining all options correct illustrates the inadequate understanding of 
the visitors towards what heritage tourism actually is. Furthermore, only 8% of the 
sample pointed out controlling the number of visitors as one of the major elements of 
heritage tourism as a form of sustainable tourism. Even if those who have no idea 
over heritage tourism were excluded from the sample size, and only those who come 
across the term "heritage tourism" are considered (184), only 8.15% of the 
respondents got all the answers correct, while another 15.76% got four of the options 
right. Given that this percentage is not high, this result reconfirmed the fact that most 
visitors are only general visitors at heritage sites rather than true heritage tourists. 
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Figure 5.2 Visitors' perception on heritage tourism 
On the other hand, misunderstanding over the concept of heritage tourism is 
not serious. According to Figure 5.3 only 2% of the respondents believed heritage 
tourism is similar to mass tourism, another 3% claimed attracting the largest number 
of visitors is the aim of heritage tourism, while 1 % believed shopping facilities 
should be present at the site. This means that more effort should be poured in 
enhancing the population's understanding on the nature of heritage tourism. 
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Figure 5.3 Visitors' perception on the elements of heritage tourism 
5.4.2 Visitors' perception on the destination's image and attributes 
There were three major images of Tai O in the visitors' mind before their 
actual visit. 39.1% of the respondents claimed they perceive Tai O as a rural area 
before the actual visit. Another 31.8% of the respondents got the impression that Tai 
O is the Venice of the East, while another 17.5% of the visitors claimed that they 
believed Tai O is similar to other outlying islands in Hong Kong without much 
difference. While others (11.5%) perceived Tai O as a resort area or a prosperous 
destination. According to the data, a large proportion of the visitors perceived Tai O 
as an ordinary destination without much distinctiveness, as a total of 56.6% of the 
visitors considered Tai O either as a rural area or is similar to other outlying islands. 
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While on the other hand, a large number (31.8%) of respondents perceived Tai O as a 
unique destination, with the image of the Venice of the East. Do these images reflect 
the appropriate image for the destination? Can they reflect what Tai O has in reality? 
On the other hand, the visitors do not have a full understanding over the 
range of attributes that is present in the site. When given a check list of Tai O's 
attributes (stilt-houses, fishing activities, salt pan, temples, Tai O Cultural Workshop, 
mangroves, marine products, and others), responses showed that the visitors only 
know a small number of the attributes before their visitation. As shown in Table 5.9, 
80.5% of the visitors knew only three or less than three of the attributes present in 
Tai O before their tour. On the other hand, less than 10% of the respondents could 
recall six or more of Tai O's attributes. A large portion of the visitors (30.22%) were 
only aware of one to three local attributes. This illustrates that the visitors do not 
have a clear picture of the attributes of the destination before the trip. This lack of in-
depth understanding of the site reflects the fact that they are only general visitors, 
without specific interest in heritage. This can explain the relatively short duration of 
visitation, and the limited range of activities that visitors participated in. 
Table 5.9 Visitors' understanding of Tai O's attributes before their trip 
No. of Attributes Visitors are aware of Frequency Valid "/o 
0 Attribute 6 0.84% 
1 Attribute m 30.22% 
2 Attributes \94 27.02% 
3 Attributes m 22.42% 
4 Attributes 75 10.45% 
5 Attributes 35 4.87% 
6 Attributes 14 1.95% 
7 Attributes 16 2.23% 
8 Attributes 0 0% 
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Furthermore, most of the respondents are familiar with the presence of stilt-
houses (74%) and the presence of fishing activities (53%) and a large number of 
visitors showed their understanding of the presence of marine products (47%) before 
their arrival (Figure 5.4). However, only a very small portion of the visitors know 
about the presence of salt pan, (21%), temples (24%), mangrove (18%) and the Tai 
0’s Cultural Workshop (8%). This reveals the lack of comprehensive understanding 
of the site before visitation, and this corresponds to the finding that most of the 
visitors are simply gazers who are less likely to have searched for information 
related to the site before their travel. 
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Figure 5.4 Visitors' perception on Tai O's attributes 
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5.5 Visitors traveling pattern: Duration, time and composition 
5.5.1 Visiting time 
Majority of the visitors are day-trippers, and most of their duration for the 
visit is short. Only 6 % of the respondents stayed over night in Tai O, while the other 
94% of the visitors left the site within one day. Among the 718 respondents, 419 of 
them stayed for less than four hours at the destination accounting for 69% of the total 
sample size. Only 31% of the visitors stayed for more than 4 hours; this includes 
24% who stayed at the site for 4.5 to 10 hours; and a small proportion of the 
respondents, accounting for 7 % stayed there for more than 10 hours. This short 
duration of visit can explain the narrow type of activities visitors participated in 
during the trip and thus the concentration of visitors in certain parts of the 
destination. This also supports the notion that the destination is occupied by general 
visitors rather than heritage tourists. 
According to the visitors' preference, autumn is the most popular season for 
visiting Tai O, around 65.9% ranked autumn as the best season for visit followed by 
winter, spring, etc. This choice probably reflects the climatic condition as autumn is 
more comfortable for such activities. 
Besides the weather, the day also affects the visitors' choice of visit. The 
data revealed that, though public holidays are more popular choice as 54.3% of the 
respondents selected this option. Yet, regardless of the destination's remoteness, 
there were still 45.7% of the visitors selecting non-public holidays as their future 
visiting choice. 
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Combining the results of the above sections, it is predicted that the public 
holidays from September to November, including the National Day, the Mid Autumn 
Festival Holiday, the Labor Day and the Buddha's festivals are the peak days of visit. 
The management may need to pay more attention during these days, in order to 
minimize the impact on the site and the community or effort should be devoted to 
even out the peak visitation. 
5.5.2 Visiting component 
In the case of Tai O, most visitors like to travel in small groups. More than 
half (58.2%) of the respondents traveled in groups of less than five members, 
including 13.3% of the respondents stated that they visited the site alone, while 
another 44.9% of the respondents traveled with two to three companions. Groups 
with more than ten people only accounted for 16% of the sample size. Large groups 
with more than 20 people are not common in Tai O as the data revealed only 7% of 
the sample size fell within this group. For the visitors who travels in large groups are 
mainly those who have joined the tour group or went hiking with their group mates. 
The majority of the visitors travel with their friends (50%) and family (60%). 
While traveling with schoolmates and tour groups were not popular options, as they 
only accounted for 8% and 6% respectively. This corresponds to the relatively high 
ranking (ranked third among the 12 push factors) for the push factor "family 
togetherness" (4.69) (as seen in Figure 5.2). 
The data reveals that the majority of the respondents are passive visitors. As 
shown in Figure 5.5, most of the visitors took part in passive activities including 
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enjoying meals, appreciating the scenery, taking photographs. 82% of the 
respondents stated they enjoyed the scenery, 60% took photographs, while 51% had 
meals and 34% bought souvenirs during the tour. On the other hand a relatively 
smaller portion of the respondents (28%) participated in hiking in the area while 
13% of the visitors joined the boating tour. The relative low rate of active 
participation helps to explain the short duration of trips and congestion at particular 
points of the site. 
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Figure 5.5 Activities which visitors participated 
Beyond activities participated by visitors shows variation, the responses from 
the visitors showed that they had multi- sources when gathering information. 
Newspaper was the largest source, providing information to 85% of the respondents. 
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“Past experience" was the option with the second highest percentage (47%) of the 
visitors claiming the information of Tai O was contributed by their past visit to Tai O. 
Followed by “past experience"; "others' recommendation" was the third most 
important information source for visitors. Around 36% of the respondents' 
knowledge about the site came from the "Word of mouth" (Chon et al, 2003). These 
indicate that the impression of the first tour given to visitors is of vital importance 
for sustaining growth of visitors at particular sites. If their journey gave them 
satisfactory experience or if something is given to prolong and enhance their 
memory, visitors are very likely to return in the future or recommend the site to their 
relatives and friends. On the other hand, TV and radio do not constitute important 
information channels (Figure 5.6), as only 19% of the visitors got their information 
in this way. Magazines, internet and green groups also contribute little to the 
provision of information on Tai O, as only 17%, 13% and 6% of the visitors claimed 
they got information from these three sources respectively. 
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5.6 Visitors satisfaction 
The willingness to recommend the site to friends and relatives is one of the 
indicators illustrating the degree of satisfaction of the visitor. Out of the 718 
respondents, nearly 90% claimed they would recommend the site to their friends and 
relatives. While only 74 respondents, representing 10.3% of the sample hold 
opposite view. The above data reviewed that in general the experience was 
considered satisfactory. 
In Tai O, out the 717 respondents (1 missing data), 93.2% stated that they 
were willing to revisit the site in the future, while only 6.8% that is 49 respondents 
claimed they do not have such an intention. Based on the high level of willingness to 
recommend the site to others and willingness to revisit the site revealed that the 
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visitors were satisfied with their traveling experience in general. This illustrates that 
Tai O as a destination does provide satisfied traveling experience, thus some visitors 
do return after their first time travel. 
In general the level of satisfaction on the natural resources was significantly 
higher than that of the cultural resources as indicated by T test results with 99% of 
confidence (Table 5.10). The average mean of the level of satisfaction for natural 
resources was 4.06 out of a maximum of 6 points; on the other hand, the mean score 
of cultural attraction gained only 3.88 points. The result is surprising and thought 
provoking, as the promotion on Tai O has been emphasized on, e.g. the image 
projected was the ‘‘Venice of the East". This raises the question of whether the 
present promotional material can adequately reflect the value of the site. The data 
suggests that cultural resources received a relatively lower mean when compared to 
the site's natural resources. This might be explained by the relationship between 
perception and satisfaction, as perception directly influences the level of satisfaction 
of a visitor (Hsu et al, 2004). Detailed discussion will be presented in the Chapter 8. 
Table 5.10 Satisfaction level on cultural and natural resources 
Std. Std. Error Sig. 
N Mean Deviation Mean (2. tailed) 
Satisfaction towards 3.88 .984 0.37 0.000 
cultural resources 
Satisfaction t o w a r d s ~ yjy 4.O6 .986 0.37 0.000 
natural resources 
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5.7. Identifying the differences among the clusters and their implications 
As the four cluster's classification was based on different scoring of push 
factors, different valuation for the four push factors is one of the major differences 
among the four clusters. Besides the differences among the importance of push 
motivations, differences were also revealed among the importance of pull factors, 
socio- demographic aspect, traveling pattern perception and also activities 
participated. 
5.7.1 Difference among socio-demographic factors among the four clusters 
Results from crosstabulation showed that there is a significantly larger 
number of overseas foreigners being allocated in the cluster IV, the novelty seekers, 
while relatively, fewer of them were classified as the gazers when compared to 
domestic visitors. Altogether there were 67 foreigners in the sample, 26 of them were 
being assigned to cluster III, which accounted for 38.81% of all foreigners. At the 
same time, 31 of them were allocated into cluster IV, which made up 46.27% of all 
foreigners. Yet, this produced pronounced difference with the cluster membership 
among the local visitors. Among the 625 local visitors (total sample size was 718), 
75.4% of them were classified into cluster III, the gazers, while only 10.88% of them 
belonged to cluster IV, the novelty seekers. This indicated that the potential market 
is mainly composed of foreigners, while the local potential market remains small. 
This result could be explained by the lack of understanding towards heritage tourism 
among the local residents as the concept of heritage tourism had only been recently 
introduced in Hong Kong after the 1998, 1999 and 2004's policy addresses (Tung 
1998; 1999; HKSAR, 2004). 
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Crosstabulation was employed to examine if there was any difference in 
terms of occupation among the four clusters. The result indicates that at 99% 
confident level, statistically significant differences emerge. It revealed that there was 
proportionally more students (22.44%), respondents from the education sector 
(21.67%) and engineers (21.74%) were allocated to cluster IV, the novelty seekers. 
On contrary, the proportion of respondents from the executive, industrial and the 
service sector assigned to cluster IV was low. Only 0.059% of the executives in the 
sample were classified as novelty seekers, while a similarly low percentage from the 
service sector (0.69%) was discovered, while for the industrial sectors the percentage 
was as low as 0.028%. This phenomena could be explained by the introduction of the 
concept of alternative tourism into the academic curriculum in the recent years, thus, 
both students and respondents working in the academic field were aware of the idea 
of learning through travel. The result yields implication on the target population for 
future marketing effort and this will be further explained in the Chapter 8. 
Differences were similarly discovered among the distribution of different 
occupation groups in the third cluster, the gazers. There were relatively higher 
proportion of executive, service and industrial sector. 78.81% of the executive sector 
was allocated into the gazers group, while for the service sector, 75.69% belonged to 
the gazers and the proportion for the industrial sector was the highest with the 
percentage of 83.3%. Yet for the percentage of respondents who are members of the 
education sector, student group and the engineering field being assigned to the 
gazers group was relatively lower than the pervious group, the percentage ranged 
from 63.4% to 67.39%. 
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5.7.2 Difference in terms of the push factors 
All the four cluster groups have scored differently for the four push 
motivation factors, including (1) education and knowledge, (2) relaxation and social 
function, (3) health, and (4) active participation. One way ANOVA confirmed that all 
the four clusters were different in terms of the importance of push factors. Cluster I, 
the undefined, gave relatively lower score for push motivation when compared to the 
other three clusters on the whole. The score ranged from 2.6949 to 3.4237 out of a 
full mark of 6 (as seen in Table 5.6). This indicates that cluster I was characterized 
by the lack of specific motivation that pushes them to visit the site. Cluster II, the 
health seekers, explicitly placed higher valuation for the motivation factor “health，,， 
with a score of 5.186. For the third cluster, the gazers, placed "relaxation and social" 
function and also "active participation" on a higher place, with the score of 5.776 
and 4.480 respectively. Thus, the gazers are characterized by multi purpose seekers. 
For the fourth cluster, the novelty seekers, placed the highest score on the motivation 
factor “education and knowledge" (4.9534) among all clusters. Thus, the novelty 
seekers are characterized by the desire to leam through travel. 
Furthermore, as indicated earlier in section 5.3, the four clusters generated by 
cluster analysis are significantly different in terms of respondents' weighting of the 
four push factors. This section aims at identifying the push motivation factors which 
contains the greatest degree of discriminant power in the identification process. 
According to Heir et al., (1992) discriminant analysis also reveals the most 
discriminating motivation variable through the value of the F ratio. The higher the F 
ratio, the higher the discriminant power of a factor which means the factor is also the 
most important factor responsible for separating the clusters (Heir, et al, 1992). In 
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this study, two push motivation factors possessed outstanding discriminant power, 
the first factor is “education and knowledge" as it gained the highest F ratio, 158.448 
(Table 5.11). Followed by the first motivation factor, “health” factor was the second 
most differentiating factor with a high F ratio of 156.619 (Table 5.11). This result 
confirms the finding generated by the F test in the cluster analysis as indicated in the 
earlier section. 
Table 5.11 Univariate F Ratios of the four motivation factors 
Wilks, 
Lambda F 
Education + Knowledge 0.599 158.448 
Relaxation +Social function 0.739 83.689 
Health 0.602 156.619 
Active Participation 0.714 94.76 
Beyond the general view from above, the structure matrix (Table 5.12) 
revealed the specific pull motivation factor responsible for differentiating each of the 
functions. In function one, "health" factor helped the differentiation of the clusters 
most, followed by the motivation factor “relaxation and social function". In function 
two, motivation factor "education and knowledge" was most powerful in 
differentiating the clusters. For the last function, the most discriminating factor was 
“active participation". 
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Table 5.12 Structure matrix, the discriminant function loadings 
Function 
1 2 3 
Health .865(*) -.295 -.114 
Relaxation + social 659(*) .018 -.284 
function 
Education + knowledge .568 .783(*) -.204 
Active participation .655 .223 .702(*) 
* Largest absolute correlation between each variable and any discriminant function 
5.7.3 Differences in terms of the pull factors 
One way ANOVA was employed to confirm the presence of general 
differences on the importance of pull factors occurring among the four clusters. The 
three pull factors included (1) natural and cultural Resources, (2) supporting 
facilities and (3) local products. The means of pull factors are summarized in Table 
5.13. Duncan multiple range test was carried out to identify the homogenous subset. 
The test showed statistically significant differences in terms of the three pull 
motivation factors that was discovered among the four clusters. For the first pull 
motivation factors, “natural and cultural resources", all four clusters showed 
different importance, while gazers placed the highest score (4.393), followed by the 
novelty seekers with a mean of 4.0084. The health seekers followed with the third 
highest mean score of 3.7475, while the undefined group had a mean of 2.8935. A 
similar pattern emerged on the second pull motivation factor. Again gazers gave a 
statistically significant higher mean score for “supporting facility" when compared 
to the undefined group and the health seekers. The undefined group has the lowest 
mean of 2.6508, while health seekers' mean score was slightly higher (3.1023). 
Based on the Duncan multiple range tests, the novelty seekers could not be said to 
have placed lower importance on "supporting facilities" than the gazers or having a 
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higher mean score than the health seekers as both factors were placed in the same 
homogenous subsets with the two clusters respectively. For the third pull factor, 
“local products", gazers gave the highest mean score (4.0522) followed by health 
seekers (3.8062). Yet the two clusters' mean score were not statistically different 
from one another as they belonged to the same homogenous subset. Novelty seekers 
had a mean score of3.9320 followed by the undefined group with the lowest mean of 
3.2486. 
Table 5.13 Mean of pull factors among the four segments 
Cluster I Cluster II ICluster III I Cluster IV 
Undefined Health seekers Gazers Novelty seekers 
Pull Motivation factors n=59 n=43 n-511 n二 102 
Natural + Cultural resources 2.8935(a) 3.7475(b) 4.3793 (c) 4.0084 (d) 
Supporting facilities 2.6508(a) 3.1023(b) 3.5295 (c) 3.2863(b/c) 
Local products 3.2486(a) 3.8062(b) 4.0522(b) 3.7320(c) 
Notes: Letters a, b, c and d are statistically different according to the Duncan multiple range test at 
99% of confident level. 
Thus, it can be summarized that the undefined groups did not think of any 
specific pull factors as important to them, as they are most likely to be companions 
of their friends and relatives. The gazers considered each of the three pull factors as 
important as they are multi purpose seekers. For the novelty seekers, the desire to 
leam placed a relatively high mean score on both the “local resources" and the 
""local products". On the contrary, the health seekers did not place high valuation on 
both local resources" and “local products"; the reason is because only the presence 
of sports activities and fresh air are of particular importance to them. 
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5.7.4 Differences among traveling pattern 
In general, the traveling pattern of the four clusters does not exert many 
differences, except in the pattern of activities participated. There were no significant 
statistical differences among the four clusters in terms of the duration of travel, best 
chosen season and date for traveling to Tai O. Neither did the traveling size and the 
type of companion were found to be different among the market segments. Based on 
crosstabulation tests, it was discovered that cluster IV, the novelty seekers are more 
likely to take photo taking as part of element of their trip (p< 0.05). This is well 
illustrated in the data collected, as among the 102 novelty seekers, 72 of them had 
taken photography as part of their journey which accounted for 70.59% of this 
market segment. However the health seekers and the undefined group were less 
likely to take photography as part of their activity, as only 32.5%, and 42.37% of the 
respondents in the segments had taken photographs during their trip respectively. 
This could be explained by the fact that novelty seekers consist of large proportion of 
students when compared to the rest of the segments. These visitors were also 
characterized by a strong motivation to learn from their trip, thus, taking 
photographs would help them to fulfill the requirement of such learning theme. This 
also reveals that, having a high rate of members taking photos at the site, novelty 
seekers were more likely to have more prolonged memory as "they have some thing 
to take home with them" (Moscardo, 1996) and thus, they were more likely to 
recommend the site to the others and are more likely to return in the future. 
5.7.5 Difference in perception 
In general, different segments show differences in perception of Tai O's 
attributes. As indicated by crosstabulation results, significant differences were 
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established (p<0.05) among the four clusters. The gazers were more likely to 
consider the attributes of Tai O as their own heritage, as more than 70% of the 
respondents of this segment stated they perceive the destination's attributes as part of 
their own heritage. The novelty seekers and the undefined groups were less likely to 
consider the attributes of Tai O as part of their own heritage. This is illustrated in the 
data collected, as only 52.20% and 52.54% of the respondents in the above two 
segments agreed with the above claim respectively. This result differs from that of 
Poria et al (2001) who postulated that only visitors who consider the heritage as 
their own could be considered as heritage visitors making them special interest 
tourists. Based on the Poria et al, (2001) classification, the novelty seekers who 
possess the highest potential to be special interest visitors should have the highest 
proportion of respondents viewing Tai O resources as their own heritage. In this 
study, novelty seekers have a relatively lower portion of respondents viewing the 
destination's attributes as their own heritage. This could be explained by the fact that 
in this study, most of the novelty seekers are foreigners, as 46.27% of all foreign 
respondents were categorized as novelty seekers. As visitors to Hong Kong, it is 
understandable that these visitors are more likely to treat the attributes in Tai O as 
the heritage of other country rather than their own heritage. While on the other hand, 
the gazers contained the largest proportion (70.47%) of respondents considering the 
attributes as their own heritage. Being multiple purpose and general seekers，it 
should be less likely for these visitors to consider the attributes as their own heritage. 
Yet, the result of this study echoes the finding that the majority of the gazers were 
local residents (74.5%) who on the other hand will be more likely to view the 
heritage as part of the heritage passed down by their ancestor due to the sites' ability 
to bring about collective memory. 
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5.7.6 Difference among satisfaction 
Beyond different preference placed on motivations and traveling pattern, it 
was discovered the four clusters are significantly different in terms the respondent's 
level of satisfaction (p�0.01) (Table 5.14). As shown in Table 5.14, novelty seekers 
gave the highest level of satisfaction towards the cultural resources of Tai O (4.05 
out of the maximum 6), followed by the gazers who gave an average score of 3.93. 
The health seekers' average score on satisfaction was 3.65，and the undefined group 
gave the lowest score of 3.27. 
Table 5.14 One Way ANOVA test of the four market segments' satisfaction on the 
natural and cultural resources of Tai O 
Market ^ , , Std. Std. ^ ^ N Mean ^ . .. ^ F Sig. segments Deviation Error ^ 
Und^fine 59 qq 3 27 1.08 0.14 g 
Health 
43.00 3.65 0.84 0.13 
Satisfaction , • seekers 
towards 10 15 0 00 
cultural Gazers 510.00 3.93 0.96 0.04 
resources 
Noyelty 102.00 4.05 0.98 0.10 
seekers 
Total 714.00 3.88 0.99 0.04 
Undefme 59 QQ 3 29 0.97 0.13 g 
Health 
Satisfaction = = 43 00 3.74 0.93 0.14 
seekers 16.66 OM 
Natural 
resources Gazers 510.00 4,17 0.94 0.04 
Novelty 102.00 4.06 1.00 0.10 
seekers 
Total 714.00 4.05 0.98 0.04 
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According to the Duncan multiple range test in Table 5.15 , both the novelty 
seekers and the gazers expressed higher appreciation towards cultural attributes 
when compared to the other two clusters (at p< 0.05). On the other hand, no 
significant difference was found among the level of satisfaction between the novelty 
seekers and the gazers (Table 5.15). While the undefined group's level of satisfaction 
was significantly lower than the gazers, health seekers and the novelty seekers 
respectively (at p< 0.05). 
Table 5.15 Duncan multiple range test of the four segments' satisfaction 
towards cultural heritage 
N Subset for alpha = .05 
1 2 3 
Undefined ^ ^ 
Health enhancement seekers 43 3.65 
Gazers ^ ^ 3.93 
Novelty seekers 102 4.05 
Sig. 1 . 0 0 � - .071 .458 
Besides the level of satisfaction towards the cultural resources, the 
satisfaction towards the natural resources also varied among the clusters (at p>0.05). 
As shown in Table 5.16, gazers' average level of satisfaction towards the 
destination's natural resources was highest among the four segments (4.17 out of 6). 
Novelty seekers' level of satisfaction had the second highest score (4.06). The health 
seekers respondents gave an average score of 3.74 which was slightly higher than the 
grade given by the undefined group (3.29) as seen in Table 5.16. 
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Table 5.16 Duncan multiple range test of the four segments' satisfaction towards 
natural heritage 
N Subset for alpha = .05 
1 2 3 
Undefined 59 3.29 
Health enhancement seekers 43 3.74 
Novelty seekers 102 4.06 
Relax and activities seekers 510 4.17 
Sig. 1.000 1.000 .475 
To this end, it is discovered that both novelty seekers and the gazers gained 
higher level of satisfaction towards both the natural and the cultural resources of Tai 
O, while, the undefined group's level of satisfaction towards both types of resources 
is the lowest among the clusters. This could be explained by the motivation factors 
which caused the visitors to participate in the trip in the first place. Obviously, the 
novelty seekers are looking forward to an educational and informative tour, having a 
motivation to learn, these visitors are likely to pay attention to the site's attributes, 
and this in turn adds value to their experience. On the other hand, the gazers though 
are the multiple purpose seekers; their motivation to learn is also a significant push 
motivation. Thus, having focused on the attributes of the site allows them to 
understand the resources better which in turn brings about a higher level of 
satisfaction. 
In conclusion, this chapter identified four market segments present at Tai O, 
namely, the novelty seekers, health seekers, gazers and the undefined groups. These 
segments differ in terms of socio-demographic factors, push and pull motivation, 
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satisfaction and also travel pattern. These information yields important implication 
on the marketing and management effort which will be discussed in Chapter 8. 
110 
Chapter 6 Assessment of the resources for heritage tourism 
6.1 Introduction 
Having examined the market situation in the pervious chapter, this chapter aims 
at exploring the supply side issue of the resources for heritage tourism. The first 
section explored the potential of the attributes based on the market-appeal robusticity 
matrix grading system. The other section aims at reporting the local attitude towards 
the development of heritage tourism in their community based on the in-depth 
interviews carried out. 
6.2 The resource audit 
As highlighted by the United States National Trust for Heritage Preservation 
(1999), assessing a destination's tourism potential is the essential step to allow 
different stakeholders to work on a reliable and comprehensive set of knowledge. 
The production of a resources audit therefore, should not be seen as the end product 
of the assessment; rather, it should be treated as the first and initial step for the 
assessment of destination's resources (du Cros, 2000). This is a comprehensive set of 
resources audit constructed to facilitate the assessment process in section 6.3. 
In this study, the resource audit takes into account the concept of "heritage 
attractions that makes up a 'bewildering variety" (Light, 1989, pp.130) and consists 
of both the natural and cultural attributes of Tai O. Furthermore, not only the heritage 
assets are included, recently build assets area also taken into account as they might 
possess the potential of assisting diversification of visitors and enhancing the overall 
integrity of the destination. On the other hand, the chosen assets perform different 
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functions, have different historical background and architectural style, so they could 
allow visitors to understand the community in a more in-depth and thorough way. 
The resource audit in Tai O is divided into three sections, the first one is the natural 
resources (Table 6.1), the second part the religious attributes (Table 6.2) and the third 
section emphasized on the cultural attribute of Tai O (Table 6.3). Altogether 22 
attributes were listed in the audit and their location is plotted on the map of Tai O 
(Figure 6.1). The aim of the resources audit is to list out all the attributes that possess 
tourism development potential, and thus, the foundation for assessment is laid down. 
The resource audit (Tables 6.1-6.3) provides brief descriptive information related to 
the location of the resources and the history or the function of the attributes. The 
information of the resource audit is mainly based on documentary research, site 
observation, and in-depth interview with the local representatives. 
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6.3 Assessing the tourism potential of each asset 
Following the above resource audit, the following section presents a detailed 
assessment of the tourism potential of the 22 assets studied in Tai O based on the 
utilization of the market-appeal robusticity matrix. The assessment in this section 
aims at identifying the suitable level of development for each attribute listed in the 
audit tables through assessing four major aspects, (1) market appeal, (2) resource 
design needs, (3) cultural and natural significance and (4) robusticity (McKercher 
and du Cros, 2002). The 22 attributes were scored according to the sub-indicators 
(Appendix 2) based on the four criteria suggested by Mckercher and du Cros (2002). 
These sub indicators ensure the proposed use of these resources is appropriate 
according to attributes' attractiveness and carrying capacity (Mckercher and du Cros, 
2002). The grading process was carried out by the author after analyzing the data 
collected. Table 6.4 and Table 6.5 listed all the individual scores assigned to each of 
the attributes. Based on these information, Table 6.6 summarized the grading of each 
attribute, and the tourism potential is plotted in Figure 6.2. 
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6.3.1. The promenade 
W ‘ ‘ “ ‘ “ — “ “ I 
• If 
Figure 6.2 The promenade of Tai O 
The promenade was built by the Hong Kong SAR government and was 
completed in 2006 (as seen in Figure 6.2). It was built to replace the original seawall 
which was built in the Qing Dynasty in order to protect the salt pan from the 
occasional flood (Wong, 2000). Yet due to the deterioration of the seawall after 200 
years of service, the government tore it down and replaced it with a promenade, and 
this was seen as a measure to beautify the coastal front of Tai O. The promenade was 
categorized as part of natural resources as its value to visitors is to facilitate the 
appreciation of sea breeze and striking sunset scenery which are gifts of nature. The 
ambience and setting of the asset is good, as the project manager took the rural 
characteristics of Tai O into consideration, thereby wood was chosen as the major 
building material to enhance the naturalness and the integrity of site. 
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The design of the promenade together with the benches along allows the 
relaxed atmosphere to standout. Furthermore, its construction had just been 
completed, thus the physical structure of the promenade is in excellent condition. 
The promenade could distinguish itself from the other attractions at the destination 
as it is one of the best locations for visitors to watch the picturesque sunset, and if 
the weather condition allows, visitors could even see the Macau Bridge from the 
promenade. The promenade is not an important icon of Tai O, as the beautification 
process involves the replacement of the old seawall and the new construction though 
considering the rural feature of the site, authenticity declined as visitors can no 
longer enjoy a leisure walk or search for crabs in the mud field near the seawall 
during low tidy (Wong, 2000; 2004), and thus this leads to the failure to tell a "good 
story". The promenade can complement other tourism products in Tai O, as its 
coastal location with fishing boats sailing around reinforced the characteristics of Tai 
O as a fishing village. In regard to product design needs, accessibility is very high as 
the attribute is right next to the bus stop of Tai O and the well paved stairs. The 
promenade is also close to other attributes in Tai O. With reference to the amenity, 
small kiosks and benches are available for resting out. However, limited information 
is only available in the pamphlets produced by the Islands District Council and the 
Islands District Office together with the Hong Kong Young Women's Christian 
Association Tai O Community Work Office. 
The cultural significance assessment indicated that this attribute is of medium to 
low level of aesthetic and architectural values and the major reason is due to the 
modification of the original structure of the seawall during reconstruction (Wong, 
2000; 2004). The modification also results in the relatively low level of historical, 
121 
educational and social value possesses by the attribute. 
In terms of its robusticity, the promenade can withstand heavy visitation 
because it was primarily built to address the needs of both tourists and local 
community (Hong Kong Planning Department, 2001). As the promenade was just 
newly built, the state of repair is sound. Besides, being a government property future 
maintenance is guaranteed. Potential for ongoing involvement of key stakeholders is 
high as the attribute serve as a rest out area for the residents of Tai O. High visitation 
may have relatively limited impact on the asset's fabric, as the structure of the 
promenade was designed to serve visitors, for example, its width allows large 
number of visitors at any one time. The impact of high visitation on the local 
community also appears to be limited as the location of the promenade is not very 
close to the residential area of Tai O. 
In general, based on the market -appeal robusticity matrix (Tables 6.4 -6.5) the 
promenade has high level of attractiveness (43) and robusticity (40) and should be 
placed in the Al square (Figure 6.2). This implies that the attribute is best for 
significant tourism activity (Mckercher and du Cros, 2002). The high robusticity of 
the promenade indicates minimal conservation measures needed to be imposed and 
is thus ideal to be developed as core attraction of Tai O. Promotional material can 
place greater focus on the promenade, beyond serving as a rest out area, its spacious 
setting, high accessibility and strong robusticity allow the attribute to serve as a tool 
for diversifying the flow of visitation to reduce over concentration at the center of 
TaiO. 
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6.3.2 The General Rock 
Figure 6.3 The General Rock 
Source: The Global Travel and Partnership (website) 
The General Rock also known as the old man rock is in fact a geomorphologic 
feature, sea arch, caused by continuous wave erosion throughout the years ( as seen 
in Figure 6.3) and is located at the Northern coast of Tai O (as seen in Figure 6.1). 
The Old Man Rock gained its name from its physical setting, it has the sea arch 
produced an image that is a generally lying against the cliff (Rural Community of Tai 
O, 2003). Its ambience is pretty good as visitors can watch the General Rock from 
the boat clearly without any blockage. The rock is not very well known to the public 
as there is not much promotion though the information related to the rock appeared 
in some pamphlets. As the sea arch is a common coastal feature, its potential of 
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becoming an icon in Tai O is low. However, the General Rock has some potential to 
tell “an interesting story", as the local community believes the General was present 
to protect Tai O from the pirates (Rural Community of Tai O, 2003), and this is 
strongly related to the history of Tai O as a prosperous island in the past. In fact, Tai 
O had been robbed by pirates for several times in the old days (Wong, 2000). The 
General Rock is able to distinguish itself from the other attractions, as it is one of the 
few natural features on the Tai O coastline. The attribute contains the possibility to 
complement other tourism activities, e.g. add value to the dolphin trip. At present the 
attribute is in some way linked to the tourism activities, as the rock is one of the 
features along the route of the sight seeing boat. However, the attribute is not linked 
to any type of the culture of Tai O. 
With reference to the product design needs, access to the General Rock is 
limited as no path is present (Planning Department, 2001; 2001b), visitors can only 
appreciate the attribute if they join the sightseeing boat tour. Furthermore, the access 
to the asset's feature is low as visitors could only spot the rock from their boat at a 
distance. The rock is also not very close to other attributes at the site. The level of 
amenity could only be considered as adequate as information of the rock is provided 
by the map given to the visitors. The level of amenity is also restricted by the lack of 
presence of signs and paths. 
According to the cultural significance assessment, the General Rock possesses 
high aesthetic value, and educational value as the sea arch itself could be utilized to 
illustrate the formation process of coastal feature. However, it contains low level of 
social, historical, scientific and environmental importance as sea arch is a common 
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coastal features. Due to the above reasons, their representative at the site is limited. 
In terms of robusticity, the attribute can accommodate medium level visitation. 
The structure of the asset is not very fragile as a result neither management policy 
nor regular maintenance is in place. Potential for local community's involvement 
exists as most of the sightseeing boat tours are operated by Tai O residents. High 
visitation may produce relatively low impact on the asset as at present without the 
provision of pathway, visitors failed to have direct contact with it. Yet, the possible 
impact on the lifestyle of the local community is of medium level，as high visitation 
will lead to larger number of sightseeing boats and this is likely to affect the fishing 
activities in Tai O. On the other hand, the possible negative impact on the fabric of 
the attributes is limited, while the impact upon the local community is also limited as 
there are limited social activities in areas near the asset. 
Based on the above assessment, the General Rock is placed in C2 square of the 
matrix (Figure 6.2) suggesting the attribute contains high to moderate robusticity and 
moderate market appeal. In this case, both market appeal and visitor management 
needs to be optimized if the site is to be developed into a successful attraction 
(Mckercher and du Cros, 2002). To enhance its market appeal, developing the 
attribute with other sites which are located in C2 square into bundles is beneficial. 
For example, it could be developed along side with the dolphin watching tour and 
the boating activities which allow visitors to experience the life of the fishermen 
(Hong Kong Yong Women's Christian Association Tai O Community Work Office, 
pamphlet). This allows the assets to complement other assets and arouses collective 
consumption of tourists (Li and Lo, 2004). This could be effective not only in raising 
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its attractiveness but also provides visitors with alternative experience rather than a 
solely cultural tour through expansion of Tai O's resource base. However, the 
proposed footpath linking the assets (Hong Kong Planning Department, 2001) is not 
recommended as the attribute possess moderate robusticity, limiting access to the 
resource is a type of soft intervention to achieve visitor management by limiting the 
number of visitors on site. Furthermore this measure can also assist preservation as 
physical contact could be restricted (Fyson, 1991). 
6.3.3 The natural mangrove 
Figure 6.4 The Natural mangrove around Yeung Hau Temple 
Natural mangrove is found at three major plots in Tai O, most of them along 
Sun Kei Street as indicated in Figure 6.1. Mangrove has existed in Tai O for a long 
period of time (Wong, 2004) and its existence is strongly related to the geographical 
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location of Tai O which allows the site to experience large tidal range (Wong, 2004). 
Figure 6.4 shows the natural mangrove community which is found around the Yeung 
Hau Temple during high tide. Based on the market appeal assessment the mangrove 
has a nice setting, this is especially true for mangrove situated around the Po Chue 
Tarn. Located around the Po Chue Lake in a spacious environment produces a 
picturesque scene. However, not many visitors (18%) are aware of the presence of 
mangrove in Tai O as revealed in Chapter 5. It captures moderate potential of 
becoming an important icon of Tai O and it is able to tell an "interesting story" as the 
mangrove requires growing in the inter-tidal mudflat and this is well linked to the 
estuary location of Tai O. Furthermore, the abundance of Tai O's salt production in 
the 80s facilitated its growth (Wong, 2004). On the other hand, the mangrove also 
shaped the activities of the fisherman as it acts as a wave break protecting the 
foundation of the stilt-houses along Ho Chung (Wong, 2000; Wong, 2004; Wong, 
W.K., personal communication, April 20, 2006). It also provides shelter for fishing 
boats and was a source of raw material for the production of fishing net (Wong, 
2004). In addition, it can distinguish itself from other assets on site, as this directly 
reflects how natural is the landscape of Tai O which could enhance the destination's 
uniqueness. Indeed, the mangrove possesses some degree of potential in attracting 
visitors who are interested in nature and the historical past of Tai O as it can add 
value to the operation of eco-tour. The mangrove ecosystem is regarded as a natural 
heritage of Tai O in this study as it is strongly related to the history of the fishing 
village (Wong, 2004). 
Based on the assessment of the product design needs, access to the feature is 
strong, especially during low tide periods as visitors can walk onto the mudflat. 
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Visitors can have direct and easy access to the mangrove as well paved lane and the 
Sun Kei Bridge provides the necessary linkage. Though not very close to core area 
of Tai O, the mangrove is only within short walking distance from the other heritage 
assets, especially the stilt-houses. In terms of amenities, information provided can 
only be considered as adequate; though the pamphlets provided brief information 
related to the mangrove (Islands District Council and the Islands District Office, 
pamphlet; the Hong Kong young Women's Christian Association Tai O Community 
Work Office, pamphlet), no signs has been erected along the path to give direction. 
With reference to the ecological and the cultural significance assessment, the 
mangrove contains high aesthetic value as it enhances the realistic nature of the 
destination. Though having low historical value and social value due to the decline 
of fishing activities in the recent decades, the value of the mangrove lay on the 
ecological sense. The mangrove provides a diversified habitat for the enriched 
biodiversity with fiddler card, the mudskipper (Wong, 2004; Wong, W.K., personal 
communication, April 20，2006), and the rare rough-skinned frog (Hong Kong 
Planning Department, 2001) as few examples. Its ecological importance provides an 
interactive outdoor classroom for educational purposes, thus, it contains high 
educational value. Though Tai O is not the sole destination with the existence of 
mangrove, with increasing level of urbanization, the mangrove landscape had been 
declining in recent years, thus, mangrove in Tai O is regarded as a rare site. 
In regard to its robusticity measurement, the mangrove is of low resistance 
against heavy visitation. The state of conservation is poor, rubbish floating around 
the mangrove is common, and sewage is discharged into the river channel directly 
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from the stilt-houses (Hong Kong Planning Department, 2001; Wong, W.K., personal 
communication, April 20, 2006). Furthermore, in some locations oil leaked from 
boats could be observed, especially in waters around Wang Hang Bridge. In terms of 
assessment of its management, a plan has been proposed by the Planning Department 
(2001b) aiming at the preservation of mangrove in Tai O by the cleaning the river 
channel in Ho Chung regularly. Potential for on going involvement of the key 
stakeholders is partial as most local residents are not aware of the importance of 
mangrove (Cheng, K.Z., personal communication, April 14, 2006; Cheung, S.S., 
personal communication, April 14, 2006), therefore it is not likely the local 
community will participate actively in the conservation process. Heavy visitation and 
product modification may cause great inverse impact on the vegetation due to its 
fragility to cope with intensive use. Along side, the possible impact on the local 
community's ways of life caused by high visitation or modification is high due to the 
close proximity between the mangrove and the residents of Tai O. 
Consequently, the natural mangrove in Tai O is placed in the C2 square, 
suggesting the asset captures high to moderate robusticity and moderate market 
appeal (Mckercher and du Cros, 2002). It would be a more effective measure to 
develop the mangrove together with the Chinese white dolphin watching tour and the 
General Rock as a packaged bundle. In this way, the mangrove acts as a secondary 
attraction, diverting visitors from the core of the village as it is mainly located 
around the periphery of Tai O as seen in Figure 6.1. Another function is to make use 
of its linkage with the fishing practice in the past to further strengthen the theme of 
the destination, a rural fishing village. As suggested by Mckercher and du Cros 
(2002), attributes located in C2 square require the strengthening of its robusticity. 
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Site managers should remind and monitor visitors' about code of conduct. To achieve 
this goal effectively, selective promotional strategy should be imposed. This strategy 
not only could help to control the number of visitors at the site, but to select those 
“suitable” visitors. 
6.3.4 Chinese White Dolphin 
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Figure 6.5 Advertisement for the dolphin tours produced by Tai O residents 
Chinese White Dolphin is a kind of Indo-Pacific hump-backed dolphin and 
could be found from South Africa to Australia and throughout Southeast Asia (World 
Wide Fund for Nature Hong Kong, 2006). At present there are around 180 within 
Hong Kong waters (World Wide Fund for Nature Hong Kong, 2006), the majority 
resides around the shallow, sheltered estuarine waters around western Lantau Island 
(World Wide Fund For Nature Hong Kong, 2006b). Figure 6.5 shows the 
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advertisement produced by the locals who are responsible for organizing the dolphin 
tours. Evaluated by the matrix, the ambience is high，as the dolphins are found at the 
open water at the northern part of Tai O. Without much information published, it is 
not well known to the visitors. Furthermore, as they are not solely found around Tai 
0,s waters but around Lantau's western coast, their likelihood of becoming the icon 
of Tai O remains low. Its presence is strongly related to the presence of estuarine and 
fishing activities, these project the potential to tell “an interesting story". The dolphin 
trips can complement other natural resources and thus maximize the value of the tour. 
At present, the tourism activities is only limited to the sight-seeing boat tours 
organized by the locals. However, the Chinese White Dolphins are not associated 
with the culture of the destination. 
With regard to product design needs, visitors have limited physical access but, 
the provision of transportation is adequate as the supply of sightseeing boat can 
satisfy visitor demand. However, the provision of complementary facilitates is 
inadequate, and there is only brief information about the dolphins in the pamphlet 
published by the Island District Council and the Islands District Office. On-site 
information is only restricted to the advertisement prepared mostly by the company 
organizing the sightseeing boat tour. 
The ecological and cultural assessment suggested that the Chinese White 
Dolphins possess low aesthetic, historical and social value. But they capture high 
research potential and ecological importance, as most of the Chinese White Dolphins 
are located around the northern waters of Lantau Island. Furthermore, the increasing 
number of high speed boats and reclamation at the nearby waters pose threats on 
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their survival. However, their representatives at Tai O are weak as they are present 
mainly in waters around northern Lantau but not solely around Tai O's waters. 
According to the measurement of the robusticity, they are regarded as fragile 
resources, increasing number of sightseeing boats and high speed ferry is very likely 
to affect their existence. At present, the Hong Kong Government had set up 
sanctuary and the artificial coral reef to facilitate their breeding. Regular monitoring 
is also carried out by the local government under the AFCD (Agricultural and 
Fishery Department, 2006), and some non-government organizations (NGOs) (World 
Wide Fund of Nature Hong Kong, 2006), have also been devoting resources on 
preserving the dolphins. Though increasing visitation is not likely to affect the local 
community, but the Chinese White Dolphins population might be at risk. 
According to the above assessment, the Chinese White Dolphin is located in C2 
square as seen in Figure 6.2. As the resources appear to have medium to high level of 
robusticity and moderate robusticity, they should be developed collectively with the 
General Rock and the natural mangrove as a packaged bundle. In addition, further 
actualize its potential, eco-tours led by qualified tour guides could be provided and 
the publication of pamphlet providing in-depth information can also be an effective 
move. In regard to the strengthening of the attribute's robusticity, selective 
promotional strategy and effective monitoring of visitor's code of conduct is 
recommended. The frequency and the speed of sightseeing boats should be subjected 
to supervision to ensure the impact on the dolphins is kept at the lowest level. 
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6.3.5 Hung Shing Temple 
^ B i 
Figure 6.6 Hung Shing Temple at Shek Tsai Po Street 
Hung Shing Temple is located along Shek Tsai Po Street (as seen in Figure 6.6) 
and was built in 1746 (Siu, 1980; Wong, 2000). The asset has one hall and side 
rooms denoting high historical ambience. Its physical setting is well maintained and 
the painting recounting "the eight Fairies in heaven" (Wong, 2000) outside the 
temple can clearly be identified. The Hung Shing Temple is not well-known by the 
outside community. As revealed in Chapter 5, 24% of the visitors are aware of the 
presence of temples in Tai O before their arrival, indicating a generally low level of 
awareness. In addition to the peripheral location of Hung Shing Temple (as seen in 
Figure 6.1), the limited awareness is well revealed by the limited number of visitors. 
The likelihood of portraying the temple as an important icon of Tai O is low. To a 
certain extent, the asset possesses the ability to tell an "interesting story”，as the 
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temple was built by the local community to worship the righteous Chinese Official 
Hung Hei, who encouraged the setting up of an astronomical observatory. His efforts 
on weather forecasting won the support of the locals (Wikipedia, 2006b) particularly 
the fishermen who formed the majority of the ancient Tai O population. Furthermore, 
such linkage also indicated the asset is related to the culture of the destination. On 
the other hand, the temple could complement other religious heritage sites, all of 
which reflects the culture of the local community. At present, very few visitors pay a 
visit to Hung Shing Temple during their journey, indicating a low degree of tourism 
activities taking place. 
In terms of the product design needs the asset gained fairly high score (Table 
6.4). Without any physical barrier erected, visitors can freely enter the temple and 
have direct access to the historical bell weighting about 200 kilograms in the temple 
(Wong, 2000) and view the tablets to reveal the renovation process the temple had 
undergone. Easy access is provided by the well-paved path, the Shek Tsai Po Street 
with a walking distance of around 15 minutes from the center. The provision of 
supporting facilities is excellent, signs and washrooms are present, information is ； 
published in books ( Wong, 2000; Rural Community of Tai O, 2003) and pamphlets 
prepared by the Hong Kong Young Women's Christian Association Tai O 
Community work office and the Island District Council. 
The cultural assessment suggested that the Hung Shing Temple is high in 
aesthetic, architectural, historical and social value. First, the building composed of 
one hall and similar to other rural temples, the side chamber's doorway are moon-
shape openings (Li and Lo, 2004). The green tilted roof is decorated with red ridges 
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with animals, the walls of the temple were decorated with moldings, besides lanterns 
and couplets hanging around the front door are in good condition. Furthermore a pair 
of Goddess of the Earth is present to guard the temple. Secondly, the temple has a 
history of 260 years (Siu, 1980; Wong, 2000). Thirdly, local residents continue their 
worshipping activities in the temple. The Hung Shing Temple in Tai O could not be 
considered rare as there are three other Hung Shing Temples which are in good 
condition on Lantau Island (Siu, 1980). 
With regard to assessment of robusticity, the asset is quite fragile as visitors 
could have physical contact with the historical bell which was originally designed 
for local worship. Although maintenance was carried out regularly in 1803, 1842, 
1875, 1969 and 1995 (Siu, 1980; Wong, 2000) to ensure the building is at good 
condition, the funds required highly depended on donations from the public and the 
grants provided by the Chinese Temples Association. At present management effort 
are inadequate, as funds is too limited to hire a shrine priest to monitor visitors' 
behavior (Cheung, S.S., personal communication, April 14, 2006). Yet this generates 
opportunity for local participation as management could be carried out by the ! 
involving volunteers of Tai O (Cheung, S.S., personal communication, April 14, 
2006). Together with the limited space of the temple, possible impact on the asset's 
fabric would be alarming with weighty visitation. Increasing visitors may easily 
cause disturbance to the local residents, as visitors need to walk along the Shek Tsai 
Po Street where residents reside. 
In general, the matrix suggested that Hung Shing Temple allocated in C2 square 
(Figure 6.23); high to moderate robusticity and moderate market appeal. Having 
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such characteristics, the assets possess the capability to become a grade A attraction 
when market appeal is widened. Effort should be placed on revealing the linkage 
between the temple and the traditional belief of a fishing community, while 
explanatory or interpretative material could be provided on site. Alternative to 
developing the attribute as an individual attraction, promoting Hung Shing Temple 
together with other temples located in C2 square in form of packaged bundle could 
successfully actualize the potential of these assets. The bundling can possibly 
highlight the linkage between local tales and traditions and encourage visitation to 
these assets collectively. The temple had undergone hardening during the previous 
renovations which raised the resistance of the asset to withstand increasing visitation. 
However additional visitor management effort is required and selective marketing 
strategy, e.g. promoting the site to the "mindful" visitors is an option. 
6.3.6 Yeung Hau Temple 
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Yeung Hau Temple (as seen in Figure 6.7) was built in 1699 to worship Song 
General Yeung Leung-chik (Siu, 1980; Wong, 2000). According to the market appeal 
assessment, the temple is the most attractive temple in Tai O (Table 6.4). Its setting 
and ambience are of excellent condition as the physical structure of the building is 
well preserved. On the other hand, the temple is located right next to Po Cheu Tarn, 
clearly illustrating the Chinese Fung Shui philosophy. It is well known outside Tai O, 
as it witnesses a large number of visitors. The attributes is able to tell an interesting 
story about General Yeung, who guarded the Song Emperor, retreated and stationed 
in Tai O. His royalty was well demonstrated in his devotion to duty until his death 
(Wong, 2000; tablet in the Yeung Hau Temple). The historical background together 
with the presence of shark jaws and whales spine (Wong, 2000) gives the temple a 
distinctive feature. At present, during the birthday of General Yeung, on lunar 6 June, 
Chinese opera is performed for celebration (Wong, 2000). This adds appeal to the 
visitors during the festival and also indicates that the temple is well connected to 
tradition and belief in Tai O. 
With reference to the product design needs assessment, visitors could have high 
access to the assets in the temple as no physical barrier exists. The site possesses 
high accessibility, to visit the attribute visitors only need to walk for a short distance 
along the Kat Hing Back Street (as seen in Figure 6.1). The amenity is excellent, as 
brief information is provided in the pamphlets and books and, washrooms could be 
found along the path while benches are located the temples for sitting. 
The cultural significance assessment indicated that Yeung Hau Temple is of 
high aesthetic value. Similar to the structure of the other rural temples in Tai O, the 
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temple of one chamber has green roof decorated with animal ridges. Most 
importantly is its location factor, situated in front of Po Chue Tarn and surrounded by 
Fung Shui wood indicated the construction had greatly incorporated the Fung Shiu 
theory (Rural Community of Tai O, 2003; Wong, W.K., personal communication, 
April 20, 2006). The historical, educational and social value is high. Firstly, the 
display of the sharks and whales remains strongly reviews the rich marine 
productivity in the past, while the tablet clearly records the historical fact which 
explained the construction of the temple. Secondly, the temple has more than 300 
years of history and was declared grade two heritage of Hong Kong (Antiquities and 
Monument Department, 2006). Thirdly, festivals are still practiced by the local 
community during General Yeung's birthday. Furthermore, it has been the tradition 
of the residents to consult Hau Wong on important affairs and this made the temple 
the most popular one in the community (Wong, 2004). However, Yeung Hau Temple 
is not exclusive to Tai O as two others could be found on Lantau Island (Siu, 1980). 
The assessment of robusticity reveals the assets have relatively high ability to 
withstand high visitation (Table 6.5). The attribute is quite fragile as the original 
design was simply for local worship; at maximum the temple can accommodate 30 -
40 visitors，and the displays are not well protected from visitor contact. The temple is 
well conserved as renovations took place in 1877 and 1988 respectively (Wong, 
2004). Management and monitoring is carried out, shrine priest supported by local 
donation is employed to supervise visitors flow and information is available are put 
up to remind visitors' of code of conduct. The negative impact due to high visitation 
and product modification on the fabric of the temple is moderate but low for the 
local community as the asset is not located at close proximity to local houses. 
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To this end, the matrix suggested the asset is an A grade asset and should be 
located in the Al square. Due to its explicit market appeal, it could be developed 
alone as a core attraction of Tai O. Characterized by high market appeal and high to 
moderate robusticity, the temple is ideal for significant tourism activity (Mckercher 
and du Cros, 2002; du Cros, 2002). Minimum level of conservation measure is 
required; in this case, it is recommended that the shark jaws and the whale's spine 
should be properly displayed. On the other hand, the number of visitors during peak 
period should be controlled. 
6.3.7 Tin Hau Temple at Market Street 
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Figure 6.8 Tin Hau Temple next to Market Street 
There are two Tin Hau Temples in Tai O, in this section, the Tin Hau Temple 
shown in Figure 6.8 is the one located next to Market Street (as seen in Figure 6.1) 
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and was built in the Ming dynasty (Siu, 1980). The ambience of the temple is below 
satisfactory, as the setting inside is messy though the physical appearance is 
preserved. Originated from a rural fishing community, most local residents worship 
Tin Hau as it is believed that Tin Hau has the ability to control the storm and safe 
guard the fishing boats (Hong Kong Tourism Board, 2006). However as Tin Hau 
Temple could be found in all parts of Hong Kong and there is another Tin Hau 
Temple located in San Tsuen, the asset can hardly distinguish itself nor standouts as 
the icon of Tai O. To a certain extent, it can complement other temples to let visitors 
understand the religious practice of Tai O. 
Compared to the limited market appeal, the asset gained higher score on 
product design needs. As the temple is located at the center of Tai O and is well 
linked by the Kat Hing Back Street and the Market Street (as seen in Figure 6.1), 
visitors can easily access the site. The amenity condition is also graded as good; as 
its location has been plotted on the map to provide necessary information and — 
benches are available for relaxation. 
In general, the aesthetic, historical and social value is regarded as moderate 
(Table 6.5). Its value lays on its long history, a history of more than 300 years (Siu, 
1980). The appearance of the temple is preserved but the inertia setting is 
deteriorating. Yet the site is not rare as another Tin Hau Temple is located at San 
Tsuen. 
The robusticity measure suggested the site has low capacity to accommodate 
high visitation (Table 6.5). The attribute is very fragile as its size is restricted to less 
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than 400 sq feet leading to occasional overcrowding. The external structure of the 
temple is well preserved by the six renovations undertaken (Siu, 1980). However 
robusticity is restricted by the lack of stable and persistent monitoring and 
management plan (Cheung, S. S., personal communication, April 14, 2006; Wong, 
W.K., personal communication, April 20, 2006). Therefore the negative impact of 
high visitation on the structure of the temple is high. Its impact on the local 
community is also high as it is located around the busiest center in Tai O (as seen in 
Figure 6.1). 
According to the above measurement, Tin Hau Temple at the Market Street is 
classified as having low to moderate market appeal and low robusticity, and thus it 
falls in B2 square (Figure 6.23). According to du Cros (2002), all attributes falling 
into the B2 square require visitor management by limiting the number of visitors or 
introducing alternative assets as substitutes. It is recommended that the Tin Hau 
Temple in San Tsuen could be developed as substitute to diversify and regulate the 
flow of visitors to the Tin Hau Temple especially at Market Street. Thereby the assets 
could then be reserved for local community use. Site hardening could be carried out 
to widen its capacity for minimal visitation. 
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6.3.8 Tin Hau Temple at San Tsuen 
Figure 6.9 Tin Hau Temple at San Tsuen 
Source: Fung Shui Tong (website) 
i 
Tin Hau Temple located at San Tsuen was built in early Qing Dynasty, 1644 
(Siu, 1980; Wong, 2004). It was built for worshipping the "lady of gold flowers". 
Compared with the Tin Hau Temple at the Market Street, this asset contains higher 
level of ambience, the historical setting is preserved and cement had been applied to 
strengthen the structure (as seen in Figure 6.9). However the limited number of 
visitors at the attribute revealed it is not well known by community outside the 
destination and limited tourism activities take place at the site. As mentioned in 
section 6.3.7, the Worshipping of Lady Gold Flower is common in fishing 
communities, therefore the asset possesses some potential to interpret an evocative 
tale. Beyond its linkage with folklore, Chinese opera performance and worshipping 
activities take place during the Birthday of Tin Hau indicating the asset is strongly 
attached to the destination's culture. These traditional practices add extra appeal to 
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the asset. However due to the presence of another Tin Hau Temple in the study area, 
it is not likely it could distinguish itself and become the icon of Tai O. 
On the other hand, the matrix revealed the asset's product design needs is fair 
(Table 6.4). Though the Tai O Road provides the necessary linkage, having located at 
the peripheral location (as seen in Figure 6.1), it possesses low accessibility. 
Furthermore low proximity to other assets of the sites also reduces its attractiveness. 
Amenity is adequate as path and maps are provided minimal guidance to visitors. 
With reference to the cultural significance assessment, the aesthetic value of the 
site is high as it demonstrated the general structure of rural temples. The historical 
value is graded as high, as the temple has a history of more than 360 years (Siu, 
1980). In addition, the tablet in the temple explained how the temple protected Tai O 
from the rampant pirate activities in the past. These in return raised the temple's 
education and research potential. However, the attribute is considered as common 
and possesses low representative of Tai O, rather than representing the traditional 
tales of the Chinese population in general. It also possesses high social value, as it 
was solely designed for local worship. The structure of the asset is fragile as the 
appearance had been altered by the renovation that took place. Participation of local 
community for conservation is possible as the asset possesses high social value to the 
community. There has been negative impact on the authenticity of the attribute 
because in 1972's hardening process, cement was used to substitute the original 
bricks. Further modification will increase the negative impact on the asset's fabric. 
Conversely, heavy visitation poses limited impact on the lifestyle of the locals as the 
temple is located at Leung Uk Tsuen along Tai O road (as seen in Figure 6.1) which 
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is not likely to cause disturbance to the local residents. 
Based on the above assessment, it is suggested that the asset has moderate 
market appeal and moderate to high robusticity and should be located in CI square 
(Figure 6.23). Earlier du Cros and Mckercher (2002) suggested effort should be 
devoted on enhancement of market appeal, even though the robusticity of site goes 
beyond its market appeal (Li and Lo, 2004). To further enhance the attractiveness of 
the site, the activities during the Tin Hau festival could become a selling point. 
Furthermore, the story of Tin Hau could be published in the pamphlet to highlight 
the linkage between Tai O and the temple. Furthermore, as it is not located at the 
core of Tai O, more signage is required to facilitate the flow of visitors. If these 
efforts are effective, the asset could be upgraded into a grade A attribute according to 
the matrix. To handle the increasing number of visitors due to improved market 
appeal, stricter monitoring and maintenance of the attribute is required. 
6.3.9 Lung Ngam Monastery 
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Figure 6.10 Lung Ngam Monastery at Tai O 
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Lung Ngam Monastery is a Buddhist/Taoist Monastery (Islands District Council 
and Islands District Office, pamphlet) which was built in 1927 (Wong, 2004). The 
asset has moderate ambience (as seen in Figure 6.10), the building consists of one 
main hall and other side halls, incorporating the wisdom of Chinese architecture it 
also has a 5-storied pagoda and a pavilion. However due to its marginal location (as 
seen in Figure 6.1) and its functional purpose, it is not well advertised to the outside 
community and limited tourism activities are now taking place. Due to its newly 
constructed nature, no tales related to the asset was available from literature or the 
local community. The attractiveness of the assets is the "da Chiu" that is held 
annually in order to pray for good luck. At this festival, local residents and visitors 
could enjoy free vegetarian meal (Wong, 2004). The structural differences of the 
assets, e.g. the pagoda allow the attribute to distinguish itself slightly from the other 
assets at the destination. 
The assessment for the product design needs reveals the site is fairly accessible, 
as Wang Hang Bridge and the Tai O Road provides visitors with short walking 
distance to get to other heritage assets, e.g. the stilt-houses. Furthermore, the signage, 
information in the pamphlet and provision of well paved links supply the site with 
adequate amenity. 
The attribute contains moderate aesthetic and historical value. The aesthetic 
value lays on its Chinese character structure of building, e.g. the pagoda and the 
tablet at the entrance of the monastery. The historical, research and the educational 
value of the attribute is limited by the lack of tales or incidents that could link it to 
the past. This also resulted in its low representatives at the destination. However, the 
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social value standouts among the sub indicators as the asset is highly related to the 
activities of the locals. A building located at the eastern side of the monastery is used 
for housing the ancestral tablets for worshipping. These all indicate that the 
relationship between the locals and the monastery is strong. 
With reference to the attribute's robusticity, the shrine director (Sit, K.C; 
personal communication, October 24, 2005) of the attribute stated that the attribute is 
quite fragile and that the main objective is to serve the local population rather than 
the tourists who are very likely to destroy the spirituality and tranquility of the 
environment. The maintenance of the asset is adequate, and shrine priests are present 
to monitor visitors' behavior. However its robusticity is limited by the high potential 
impact on the local lifestyle due to heavy visitation and product modification. 
In general, the Lung Ngam Monastery possesses low robusticity and low to 
moderate appeal indicating the attribute is sensitive to negative impacts from tourism 
activities (Li and Lo, 2004). Based on this nature the attribute is allocated to D2 
square of the matrix (Figure 6.23). According to du Cros (2000), the product could 
be developed as member of the bundles, while site hardening and better preservation 
of the assets are the best options. In this case the major threats towards robusticity is 
the impact of visitation on the social aspect rather than the attribute's fabric, 
therefore it is recommended that the site should not be promoted as an attraction, 
rather, it should be reserved for local religious function. The low appeal of the 
product also posses great challenge for successful marketing initiative, thus 
alternative use could be a more sustainable option. This in return could minimize the 
number of visitors and only those who really have special interest towards the 
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attributes (most likely the novelty seekers) would visit the site. 
6.3.10 Kwan Tai Temple 
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Figure 6.11 Kwan Tai Temple next to Market Street 
The Kwan Tai Temple is one of the temples having the longest history in Tai O 
as it was built in the Ming Dynasty in 1488 (Siu, 1980; Wong, 2000) for worshipping 
the God of War and Righteousness. As shown in Figure 6.11, the temple has good 
ambience as restoration took place to preserve its structure and appearance. The 
attribute is not very well known to visitors before their arrival. The worshipping of 
Kwan Tai is a common practice in the Chinese community, thus, such temples could 
be found widely in the territory. Two other Kwan Tai Temples are found on Lantau 
Island, in Mui Wo and Tong Puk respectively (Siu, 1980). This minimizes the 
potential of the assets becoming the icon of Tai O or allows it to distinguish itself 
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from other temples at site. However, possessing the Chinese architectural style, it 
can complement other temples in Tai O to give the visitors a more strong 
understanding of the Chinese religious assets. Furthermore, rather than linked to Tai 
O's local culture the asset is somewhat linked to Chinese culture, as based on the 
Chinese tale Kwan Tai was a historical figure in the AD 200s representing integrity 
and loyalty (Syracuse University, 2006) . On the other hand, located at the center of 
Tai O, tourism activities are visible at site as it is one of the popular spot for short 
duration guided tours. 
With regard to the asset's market design needs, visitors could have high access 
to the assets' feature as no physical barrier had been set up and is located on the 
Market Street, the center of the destination, this also allows visitors to reach other 
assets e.g. the stilt-houses within short walking distance. The attribute is well 
supplied with supporting facilities, washrooms, signage, maps, refreshment area and 
well paved path. 
The cultural significance measurement reveals that the temple is rich in 
architectural, historical and social value. Firstly, the tablets at the doorway of the 
temple are well preserved, the wall is made up of green bricks and is ornamented 
with wall paintings and leafy decorations, and the tablets inside the temple relevant 
the information. Secondly, the temple is the oldest one in Tai O (Wong, 2004). 
Though being a common asset type in the territory with low representatives, its 
social value is relatively high as the temple is used for community worship. 
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With regard to its robusticity, the hardening process allows the temple to 
withstand higher rate of visitation. Also as the size of the temple is larger than most 
temples at the site, this allows it to accommodate 25-30 visitors at one time. 
Moreover, renovations in 1741, 1835, 1852, 1903, 1959 and 1975 (Siu, 1980) 
ensured the asset is in good condition. However, these conservation motives are 
supported mainly by the local community's donation since stable and long term 
management plan is not yet in place. The opportunity for local participation is open. 
Although there is no shrine priest; the temple is generally looked after by the local 
community. Possibility of negative impacts on its fabric due to high visitation is 
moderate as the temple was not designated for tourism activities. 
To this end, the matrix suggested that the Kwan Tai Temple should be allocated 
to the C2 square; having low to moderate market appeal and moderate to high 
robusticity. The asset requires optimization of both market attractiveness and 
management program. In practice, it is suggested that it could be promoted with 
other temples located in C2 square collectively. On the other hand, due to the 
proximity of the asset to the residents, it is recommended that the area outside the 
temple should not be used as a congregation area to reduce overcrowding. The 
setting up of a fund is recommended to ensure a stable supply of funds for future 
preservation initiative and site monitoring. 
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6.3.11 Kwa Kwong Temple 
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Figure 6.12 Kwa Kwong Temple at Tai O 
Source: Kin Hang Organization (website) 
The Kwa Kwong Temple was built in the Qing Dynasty (Siu, 1980). Based 
on the market appeal assessment of the matrix, the asset's ambience can only be 
regarded as adequate as the structure was rebuilt in the year 2000 (Islands District 
Council and Islands District Office, pamphlet). This reconstruction possibly resulted 
in the lack of authenticity and thus its failure to be a distinctive asset (as seen in 
Figure 6.12). The asset is linked to traditional Chinese religion, as Kwa Kwong was 
believed to be the goddess with three eyes in Tao and was later worshipped as the 
Goddess of wealth (Chin, 2004). This linkage with Chinese religion provided some 
potential for the interpretation of an "interesting story". Yet the asset is not directly 
related to the tradition or culture or tales of the residents of Tai O, thus it has no 
potential of becoming the icon if the destination. At present, no tourism activity is 
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observed at the asset. 
Regarding the attribute's product design needs, the temple has good 
accessibility as Wing On Street an the Wang Hang Bridge provided visitors with an 
easily access. Visitors can also reach other heritage assets at reasonable walking 
distance. Amenity of the asset is only fair, though information appears on the maps; 
signage is not erected along the route to provide additional guidance. 
The cultural assessment suggested the building is of limited aesthetic, 
educational and historical value in Tai O. It social value is not significant as limited 
local worshipping is observed. In terms of the asset's robusticity against visitation, 
the asset had just undergone hardening, thus its fabric is not fragile. Its state of 
conservation is good in spite of the lost in authenticity due the great degree of 
modification. Involvement of key stakeholders seems not possible as local 
worshipping activity is not observed at the attribute. The attribute lacks management 
plan and continuous monitoring strategy, and no signage. The possibility of negative 
impact due to heavy visitation and product modification on the asset's fabric and the 
local community is low, as the site had already undergone much modification. 
The above assessment identified the Kwa Kwong Temple as a D grade asset. 
Locating in D2, the asset has low market appeal and moderate robusticity. As the 
market appeal is low, it is not likely that the asset could be developed into an 
attractive attribute. Thus it is recommended that the temple should be utilized for 
uses alterative to tourism activities and thus, it should not be an important item for 
promotion. 
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6.3.12 Fuk Tak Palace and the Door To Tei 
Fuk Tak Palace was built over 200 years ago to worship the Goddess of Earth, 
To Tei (Wong, 2000). The building does not have high level of ambience, as its 
setting is very simple, and its physical appearance is not well preserved. No tablet is 
present to provide the necessary site interpretation. The temple is highly linked to 
the cultural practice of Tai O especially during the Chinese New year. According to 
Wong (2004), before 1996 on every twentieth day of the first month of the lunar 
calendar the Tai O residents will fire “Fa Bao" to the sky and those who are able to 
get it will then be given a wooden Fuk Tak statue for worship at home in the 
following year. Furthermore, beyond the Fuk Tak Palace, the locals also worship the 
Goddess of Earth at their homes as domestic guidance (Wong, 2004). Though it is a 
common religious practice among the Chinese population the semi-circular tent over 
the statues makes it special as it represents the culture of the fishing community, to 
invite the Goddess of Earth to go abroad to save guard their sailing (Wong, 2004). 
The local traditional practices granted the asset certain potential in telling an 
interesting story by highlighting the religious aspect of the fishing village. This 
localized practice of the fishing community also allows the asset to distinct itself 
from the other heritage on site and complement other attributes to illustrate the 
traditional culture of the Chinese. Nevertheless, tourism activities are observed 
during the site observation. 
With reference to the attribute's product design needs, visitors can have 
direct access to the attribute. Accessibility to the site is very high, as the temple is 
located at the end of Tai Ping Street which is positioned at the core of Tai O, and it is 
close to other heritage attributes around Tai Ping Street and Wing On Street. 
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From the heritage management point of view, the temple possesses low 
aesthetic value due to its lack of maintenance and chaotic setting. Having 200 years 
of history (Siu, 1980; Wong, 2004), the temple has moderate historical value. The 
social value of the asset is high as the temple and the Door To Tei is worshipped by 
the residents in daily life. Furthermore, its relation with the traditional practice of the 
local community enriches the asset's educational value. The Fuk Dak Temple in Tai 
O is the only one remaining on Lantau Island (Siu , 1980), together with the unique 
characteristics of Door To Tei (Wong, 2004), this allows the attributes to have certain 
degree of uniqueness. However as Fuk Dak temple could also be found in different 
parts of Hong Kong, this reduces the representatives of the asset. 
Regarding the robusticity of the asset, as visitors can have direct physical 
access to the attributes and no warning signs nor physical barriers have been put up 
to remind visitors of their behavior, the asset is regarded as fragile. The situation is 
worsened by the lack of maintenance and monitoring. On going consultations with 
local community is highly possible as the temple is frequently worshipped by the 
local residents. The possible negative impact of high visitation on the attribute's 
fabric appear to be high due to the lack of reinforcement and hardening process, on 
the other hand, the possible impacts on the local community is also high as the 
temple is situated at the end of the Tai Ping Street (as seen in Figure 6.1) where the 
majority of Tai O residents reside. 
To conclude, based on the market-appeal robusticity matrix, the Fuk Tak 
Palace should be allocated to C2 square (Figure 6.23): moderate market appeal and 
robusticity. For effective promotional initiatives, the site needs to undergo market 
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appeal enhancement and strengthen visitor management. The appeal could be 
improved by adding explanatory panels around the asset, to allow visitors 
understand the linkage between the asset and the Chinese religious practice and also 
Tai O's tradition. Furthermore, the traditional activities, like competition for “fa bao" 
could be reintroduced during the Chinese New Year or an imitated one could be 
introduced with the involvement of the visitors to provide a more experiential travel. 
In the promotional material, it should be promoted together with the religious 
resources having similar market appeal and robusticity. However as the market 
appeal of the asset is relatively lower then most other attributes at the destination, 
thus, bundling marketing strategy can assist the promotion of the resources. 
6.3.13 Museum 
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Figure 6.13 Museum organized by the rural community of Tai O 
The museum was organized and managed by the rural community of Tai O in 
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the year 2000 displaying the history and changes of Tai O to visitors. The Museum 
has low value in its ambience and setting as the museum is simply operating in a 
vacant property which is of modern structure and has no relation to the heritage of 
Tai O. Furthermore, the size of the museum is limited, and over-crowding could 
easily result. The museum is not well known to outside community as not much 
information related to the museum had been published in the promotional material. 
In spite of the lack of popularity, the asset has high potential to elaborate an 
“interesting story". Displaying the pictures, daily necessities and fishing equipment 
used in the fishing era allow the visitors to have better understanding towards the 
daily practice of Tai O people in the past. Occasionally, the Rural Community 
organizes activities that could enhance visitors and the community's involvement, 
e.g. Tai O photo competition, which gives additional appeal to the attribute. The 
museum also complements other heritage resources as it acts as the platform to 
consolidate visitors' understanding on Tai O's history, culture and heritage, and in 
this manner visitors' satisfaction could be raised. Furthermore, the high rate of 
visitation ensures frequent tourism activity at the asset. 
Regarding the product design needs assessment, the museum scored high. 
Although visitors are not allowed to touch the exhibits, placed on the display table 
they can watch them closely. Furthermore, it is located at the entrance of Tai O 
therefore almost all visitor have the chance of visiting the assets even if they are not 
aware of the attribute before they arrived. Its core location at the Wing On Street 
means the museum is close to other attractions at the site, including the promenade, 
Wing On Street and the stilt-houses (as seen in Figure 6.1). From here, visitors can 
easily reach other assets in very short walking distance. The level of amenity is fairly 
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high, as basic supporting facilities including washrooms, refreshment, kiosk could 
be found nearby. Brief description of each exhibit also contributes to its good 
amenity. 
With reference to its cultural significance, the asset possesses low aesthetic 
value, however its educational and social value is visible. This is because the 
resourceful center can interpret the fishing community's past to visitors, while most 
exhibits are donated by local residents illustrate its significant social value. 
With regard to the asset's robusticity, the attribute is considered to be quite 
fragile, as the museum is only about 1000 square feet in size and the displays are 
placed on the table without specific protection, as a result, heavy visitation and 
overcrowding could cause damage of the displays. At present, during opening hours 
local residents on duty in turn ensure the museum is under good management. 
Engaging the local people is of high potential, as the asset is now managed by local 
volunteers and the majority of the displays are donated by local residents. The 
impact on the community's daily life is not significant, except occasional congestion 
area the Wing On Street. 
The matrix revealed the high potential of the museum to be developed as a 
core heritage product in Tai O (Figure 6.23). Having a high market appeal and high 
to moderate robusticity, the asset requires only minimal conservation effort. Recently, 
the government and the Rural Community of Tai O agreed to build a new folk 
museum at the peripheral area around Tai O Creek (Planning Department, 2001; 
2005). When this is done, disturbance to the community could be minimized, and 
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thus the asset will capture higher capacity to stand heavy visitation. Better setting is 
suggested to ensure the heritage on display could be preserved in a good condition. 
6.3.14 Stilt-houses 
I 
Figure 6.14 Stilt-houses around the Ropte-drawn Ferry Bridge 
Stilt-houses, the icon of Tai O, have been the settlement of the Tanka people 
for more than 200 years. Despite the fire in 2000, Wong (personal communication, 
April 20, 2006) indicated that there are around 500 stilt-houses left in Tai O. Figure 
6.14 show the cluster of stilt-houses at the core of Tai O. This water-oriented Tanka 
settlement has a high value of ambience and as having rows of stilt-houses along the 
riverbanks of the Hoi Chung area produce picturesque scenery. The unique structure 
not only equips the asset to be the icon of Tai O but also allow the stilt-houses to be 
the most well known attribute of Tai O. This is confirmed in this research, as 74% of 
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the respondents (as seen in Figure 5.4) stated they are aware of the resources before 
visiting the destination. Interesting stories related to how the stilt-houses favor 
activities of fishermen and their structural transformation from round roofed 
appearance to the pitched roofed and the very low pitch roofed throughout the years 
could be generated (Hong Kong Institution of Architects, 2000). The stilt-houses 
make easy for the fishermen to encore their boat, set off for fishing and the engage in 
production of dried marine products (Wong, 2000). The houses therefore are 
strongly related to the traditional practices of the local community. These qualities 
attracted the majority of the visitors and thus, tourism activities around the stilt-
houses are common. Additional appeal of this attribute lays in their possibility of 
providing indoor visitation and accommodation. 
The product design needs assessment revealed visitors have only moderate 
access to the asset's feature as the privately owned assets restrict the entrance of 
visitors. Located at three major locations (as seen in Figure 6.1), visitors can arrive 
at the stilt-houses with ease as Shek Tsai Po Street, Kat Hing Street, Sun Kei Street 
and Tai Ping Street all offer the necessary linkages. The asset is also of high amenity 
and information has been widely published in books, pamphlets and also the web 
sites (Hong Kong Tourism Board, 2006). 
The robusticity evaluation suggested that the asset contains low architectural 
and historical value. Firstly, the stilt-houses having parts of its structure over the 
river are supported by a number of pillars which are embedded into the riverbed. 
Secondly, the inertia structure is also special; the houses have four sections, a deck 
space, sleeping area, a place for the altar and also the living room (Wong, 2000; 
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Wong, W.K., personal communication, April 20, 2006). Thirdly, evolution of the 
stilted structures took place throughout the decades; it changed from the round 
roofed covered by dried leaves single-story structure to pitched roof with two stories 
and wider space (Hong Kong Architects Institution, 2000). Its research and 
educational value is well illustrated in the research effort of the Save Tai O 
Workshop organized by the Architects Institution in 2000. The social value remains 
high as there are around 500 households living in these stilted structures at present. 
As the stilt-houses could only be found in Tai O, it has high representativeness in Tai 
O. 
Though having very high market appeal, the robusticity assessment 
suggested that the assets only contain moderate capacity. The assets which are 
mainly composed of wood and granite were designed for local residential purpose 
and are therefore quite fragile. Its fragility implies increasing number of visitors is 
likely to pose destruction on the attributes' fabric. Their condition of repair is only 
adequate, because the stilted structures are privately owned, and thus, maintenance 
solely depends on the domestic initiatives, and furthermore, some of the vacant 
houses are now deteriorating. A general management plan aimed at preserving the 
remaining stilt-houses for their uniqueness was confirmed by the Planning 
Department (2001). Furthermore, as the gaps between stilt-houses are narrow 
visitation has high potential on disturbing the residents tranquil. Modifying the 
structure of the stilt-houses will also affect the authenticity of the fabric as well the 
daily life of their owners. 
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To this end, the evaluation recommended that the stilt-houses should be 
considered as A2 type of asset (Figure 6.23) which is of high market appeal and high 
to moderate robusticity. In order to protect the unique structure of the assets, medium 
level of conservation effort is necessary. The site has to undergo hardening process 
to cope with tourism activities (Li and Lo, 2004), yet the overall structure should be 
retained to ensure the maximization of authenticity. Furthermore, as the major 
possible negative impacts arise from the visitors' impact on the residents, visitors 
should be reminded to pay special attention on their code of behavior and the noise 
level when touring around the assets. On the other hand, by highlighting the three 
major areas that consist of stilt-houses, diversification of visitors could then be 
achieved and the number of visitors could to be regulated. The implementation of 
the above recommendations can enhance the assets to cope with higher visitation 
and enhances their ability to become the peak attraction of Tai O. 
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6.3.15 Disused salt pan 
轉 
玲 會 ： 、 、 ： ' 『 ‘ 
Figure 6.15 The disused salt pan left in Tai O 
Source: The Global Travel and Partnership (website) 
The disused salt plan is the heritage that remained from salt production in the 
past. Salt production was prosperous in Tai O and around two third of the land was 
used for salt production (Wong, 2000). The disused salt pan's setting is poor, being 
abandoned for decades it has become a piece of mudflat during low tide and a river 
in the alternative period (Wong, W.K.，personal communication, April 20, 2006), 
therefore visitors can hardly identify the salt pan during their tour. This also accounts 
for the lack of tourism activity at the asset though it gained certain degree of 
popularity outside the community as reflected in Figure 5.4. Being one of the major 
industries in old days, the production process allows the asset to tell an attractive and 
educational story. The asset contains appeal to special uses, including experiential 
salt production program if it undergoes revitalization. Having strong relation to the 
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traditional industry of Tai O, the asset complements other resources to produce a 
more comprehensive picture of the exotic fishing village. 
The product design needs assessment revealed the asset has reasonable 
accessibility due to the presence of Sun Kei Street (as seen in Figure 6.1). Its appeal 
is further strengthened by its proximity to the stilt-houses. However the asset 
consists of poor amenity as no signage were there to provide the necessary direction 
and other supporting facilities are also lacking. 
Regarding the management aspect, the asset is of moderate aesthetic value as 
a complete set of salt pan consists of eight to nine fields for the filtering process 
(Wong, 2000; Wong, W.K.，personal communication, April 20, 2006) producing 
unique scenery originally. Yet such scenery is blurred salt production had been 
abandoned for long time. As the salt production processes has strong linkage to the 
seasonal changes and the topography of the site, the attribute contains high 
education and research potential. However, its social value is low as residents no 
longer depend on it to earn a living. The disused salt pan is the last remaining piece 
in Hong Kong, therefore it is graded as unique attribute with excellent 
representativesness if revitalization is in place. 
With reference to the robusticity assessment, the attribute is graded as very 
fragile as the setting had been greatly altered due to its poor state of repair and 
continuous discharge of the untreated sewage also affect the quality of the asset. 
Management plan targeted at revitalizing the salt pan and reintroducing salt 
production through the building of a salt pan museum at the open space near to the 
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seawall has been proposed (Wong, 2004; Wong, W.K., personal communication, 
April 20, 2006). However its possibility of on going management is restricted since 
the proposal had been turned down by the government. It robusticity is further 
restricted by the likelihood of destruction of the surrounding mangrove ecosystem 
due to heavy visitation at the present site. 
The assessment illustrated that the attribute having moderate robusticity and 
market appeal is located in C2 square (Figure 6.23). To optimize its attractiveness, 
revitalization process is fruitful. Revitalization could not only allow the asset to be 
distinctive and observable but also allow the organization of activities related to salt 
production, this in return add value to visitors experience. If revitalization is carried 
out, the salt pan itself can standout as a grade A product. However if the salt pan is 
left not revitalized, the resource is of no value even if it is marketed as a tourism 
product. 
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6.2.16 Old Police Station 
Figure 6.16 The Old Police station at Shek Tsai Po Street 
Source: The sky of Tai O (website) 
The old police station located around Shek Tsai Po was built in 1902, it was 
classified as grade three heritage by the Antiquities and Monuments Office. The 
market appeal assessment suggested the two-storey attribute built in traditional 
we stern-style at the seaside of the hill foot has good ambience level. Besides having 
a charge-room and two cells, separate dormitories for Indians, Chinese and European 
constables, European Sergeant and an Inspecting Officer are present (Wong, 2002). 
This unique setting can strongly reflect the colonial past of the destination. Despite 
its unique setting, the attribute is not known to outsider and almost no tourism 
activities take place as the asset is now left abandoned since 1996 (Hong Kong 
Youth Women's Christian Association Tai O Community Work Office, pamphlet). In 
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addition visitors do require permission to get into it as the asset is the government 
property. Built in western Victorian Style (Wong, 2002), visitors can easily 
distinguish it from other assets as the majority of the buildings are either in stilted-
structure or one to two-story village houses. Though left abandoned, the attribute 
could be preserved for alternative uses which can enhance extra appeal. 
Regarding the product design needs assessment, although visitors can easily 
arrive at the attribute through walking up the stairs from Shek Tsai Po Street, they 
have no access to the police station's assets at present. On the other hand, located not 
located the periphery of the site (as seen in Figure 6.1), visitors need to walk for 
around 10 minutes before reaching another asset. The attribute's amenity is moderate 
as the information on the pamphlets and signs along the street inform visitors of its 
location, yet more in-depth information is lacking. 
Regarding the cultural significance of the asset, it is valuable in terms of 
aesthetic and historical value. Educational value is of moderate, as the asset 
represents British colonial rule over the territory and its internal setting also reveals 
racial discrimination in the colonial era. These are precious resources illustrating the 
historical facts of Hong Kong. However, not performing any function since 1996, 
the asset consists of low social value. The asset is classified as a less common site 
and it is not unique as the old Central police station and the Old Stanley police 
station are some similar assets (Antiquities and Monument Office, 2005b). In 
addition, the significance of the asset lays on revealing the colonial history of Hong 
Kong, rather than highlighting the Tai O's characteristics, its representativeness 
remains low. 
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With reference to the assets' robusticity, built on modern structure the asset is 
not fragile. The state of repair is fine as it has just ended its service in 1996 (Wong, 
2000), however, the possibility of future deterioration is high due to the lack of 
management in place. Plans related to renewing the asset for tourism use were raised 
in the Study on Revitalization of Tai O (Planning Department, 2001), though no 
decision has been drawn. Possible impact of high visitation and product 
development on the community and the attribute's fabric is low as its location is 
distanced from the residential area. 
The matrix indicated the asset is now a secondary attraction which should be 
located in CI square (Figure 6.23). According to Mckercher and du Cros (2002), the 
asset contains moderate robusticity and moderate to high market appeal, thus, the 
most effective method to develop the asset is to utilize the excess capacity of the 
robusticity by enhancing its market appeal. The market appeal could be enhanced by 
opening the police station for public visit and exhibition could be held. Informative 
panels could be installed to allow better understanding towards its function. 
Furthermore, as the asset is located at the periphery of the destination, more 
promotional effort should be placed on the pamphlets to arouse visitors' attention. 
These efforts could allow the asset to be upgraded into a grade A attribute. 
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6.3.17 Tai O Cultural Workshop 
mMm — 
Figure 6.17 The Tai O Cultural Workshop organized by the local community 
The Tai O Cultural Workshop is in fact a private museum found by a 
community member, Wong Wai King in 2001 (Wong, 2004; Wong, W.K., personal 
communication, April 20, 2006). The workshop is operated in an ancient building 
with over 100 years of history (Wong, W.K., personal communication, April 20, 
2006). With timber doors, the setting allows the museum to have unique character 
which can integrate well with the surrounding environment (as seen in Figure 6.17). 
Though the workshop has aroused attention from the mass media, only 8% of the 
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respondents claimed they are aware of its existence (as seen in Figure 5.4). Located 
at the core area of Tai O, more than 6000 visitors pay a visit each month (Wong, 
W.K., personal communication, April 20, 2006), indicating significant tourism 
activities taking place. The asset displays photo indicating Tai O's changes over time, 
household-appliances and ancient equipment for agricultural, fishing and salt 
production. Together with Wong as the interpreter, the museum has excellent 
potential to present "interesting Tai O story" with interactive elements. Moreover, 
being the only museum that runs on private funds and community's initiative in 
Hong Kong, the attribute has good opportunity to differentiate itself from other 
assets and capture high potential of becoming Tai O's icon. By organizing guided 
tours, the museum provides further appeal. 
Concerning the product design needs, though it is not allowed to have 
physical contacts with the displays, visitors can nonetheless view them closely. The 
location factor also creates advantages in attracting visitation, as it is located in the 
middle section of the Wing On Street (Figure, 6.1). Its close proximity to other 
resources minimizes visitors' walking distance. Furthermore, the site has fair level of 
amenity as supporting facilities including explanatory panels and brief information 
are available. 
With reference to the heritage management assessment, the two-story house 
with a concrete balcony (Wong, 2002) is a typical traditional house in Tai O and its 
timber doors, window and stairs gives the site high architectural significance. 
Exhibiting heritage that no longer exists not only highlight the historical value of the 
attribute but also its potential as a teaching kit. Local effort in setting up the 
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museum indicates the site has moderate social value and captures high 
representativeness at the destination. 
With regard to the asset's robusticity, the building with long history was not 
originally structured for public use. Yet, it had undergone innovation and is well 
preserved. Regular monitoring is in place as the organizer of the museum takes up 
the role of managing visitors during its opening hours (Wong, W.K., personal 
communication, April 20, 2006). However, monitoring effort is far from excellent, 
especially during holidays when visitor flow is at its peak. On the other hand, signs 
of reminder were also erected to remind visitors of their behavior. Development is 
also hindered by the lack of stable fund for continuous management. This is because 
the cost of running the museum is $5000 per month (Wong, W.K., personal 
communication, April 20, 2006), running on a non-profit base, capital source solely 
comes from public donation and purchasing of souvenirs when tends to fluctuate 
(Wong, W.K., personal communication, April 20，2006). Additionally, surrounded by 
residential buildings, disturbance is of high possibility. On the other hand, fragility 
of the building implies moderate to high risk of negative impact on the asset's fabric 
generated by over-visitation and asset modification. 
The matrix suggested that the Tai O Cultural Workshop is a grade A asset, 
however due to its moderate robusticity, it is allocated to A2 square (Figure 6.23). 
With high market appeal, it is ideal to be promoted as tone of the core attraction (du 
Cros, 2000) if conservation measure and tourist management is strengthened (Li and 
Lo, 2004). To upgrade it to an Al attribute, thereby requires the recruitment of 
volunteers to provide additional monitoring effort during peak visitation. Secondly, 
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the promotional material can emphasize on the importance of visitors' donation to 
the survival of this privately owned museum, so as to stimulate donation. 
Furthermore, if this effort fails, charging entrance fee is a good alternative (Robinson 
et al. 1994; Fyall and Garrod, 1998). Pricing mechanism is not simply beneficial in 
financial sense, but also reminds visitors of their responsibility to preserve the 
heritage. 
6.3.18 Wing On Street 
Figure 6.18 Wing On Street with dried seafood stores 
Locating at the central area of Tai O (as seen in Figure 6.1), Wing On street is 
one of the most prosperous streets of Tai O. Restricted by the small house policy in 
the New Territory (Gibbs, 2001), along the narrow street are mainly village houses 
of two-stories with cockloft or three-story houses built by concrete (Wong, 2002). 
170 
Highly dependent on tourism activities, most of the stores are family run business 
operating at the front hall or the ground floors (as seen in Figure 6.18), while the rest 
of the property is reserved for residential purpose. To a certain extent, this setting 
complements other assets in Tai O to strengthen the rural landscape of the 
destination. Yet the ambience and authenticity are decreasing due to the deterioration 
of buildings and the replacement of the original marble land by concrete (Wong, 
2000). A number of shops selling dried seafood, fisherman hats and snacks are 
found, thus attracting lots of tourism activities along the street. Although the street 
represents the earliest settlement in Tai O, having similar setting as other outlying 
island, it only contains limited capacity to distinguish itself from other streets in Tai 
O or presents an ‘interesting story" to visitors. 
Concerning the assessment on product design needs, contributed by its core 
location, visitors can access the site with ease. Its proximity to other attributes, e.g. 
the Tai O Cultural Workshop minimizes visitors' walking distance. However, the 
provision of amenity is far from excellent due to insufficient signage, information 
presented in the pamphlets. Other basic necessity including rubbish bins are also 
lacking. 
With reference to the cultural significance assessment, having long history of 
development, the street possesses high historical value. There are five major types of 
small houses indicating its typological changes which are in line with modifications 
of the small house policy (Wong, 2002). This not only gives the street certain 
educational and architectural significance, but also enhances its research potential. 
Furthermore, it has high social value, as residents can earn a living and get most of 
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the necessities they need on the street. However, with Kat Hing Street projecting 
similar image, Wing On Street has limited representativeness at the destination, 
therefore it can only be considered as less common site rather than rare site. 
With reference to its robusticity evaluation, the resource is graded as quite 
fragile. This is because the increasing modifications on the properties with 
modernized renovations reduce its exotic setting. In general, the buildings' state of 
repair is unsatisfactory due to the lack of management and maintenance plan. The 
problem is worsened by the fact that all properties are privately owned, maintenance 
and monitoring highly depend on private motivation. With high rate of rural urban 
migration and limited government support, the owners have low incentives to 
manage their properties. Furthermore, the robusticity of the asset is further limited 
by the possible risk of disturbance on the assets' fabric and the local community. 
This is because the street is narrow and surrounded by residential units, disturbance 
on the local community could easily resulted. 
The assessment indicated that it is a secondary attraction at present and 
should be located in CI square (Figure 6.23). This suggests the asset needs to 
undergo market appeal widening and capacity strengthening. To enhance its appeal, 
it is recommended that the architectural and historical significance of the buildings 
to be identified and highlighted in the promotional materials. Furthermore, the 
government could provide technical and financial assistance to the local community 
for the preservation and maintenance the small houses' original setting. This can 
then enhance the integrity of site and consolidate the image of Tai O as an historical 
fishing village. The hardening process can strengthen the assets' ability to cope with 
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increasing visitation. These efforts thus equip Wing On Street to become as a grade 
A attribute. 
6.3.19 Hand-pulled ferry 
國 
Figure 6.19 Hand pulled ferry in service in the 60s 
Source: Wong, 2000, pp.135 
Hand-pulled ferry though had its service ended in 1996 (Wong, 2000; Rural 
Community of Tai O, 2003) was once the only means of transportation for crossing 
Hoi Chung. As shown in Figure 6.19, its setting was not captivating as it is simply a 
board of floating wood with 7 by 20 foot (Wong, 2000). However, it is strongly 
regarded as the heritage of Tai O for it has served the local residents for nearly one 
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decade (Wong, 2000). Though the Tai O Chung Bridge allows better accessibility, 
hand-pulled ferry can be distinctive as it provides visitors with the most authentic 
experience. Thereby, the ferry can highly complement other assets to project a more 
comprehensive and exotic image of Tai O as the fishing village. Despite the distance 
served by the ferry is only 80 feet (Wong, 2004), being rare in Hong Kong, it has 
some potential to be promoted as the destination's icon. However, it does not possess 
much potential to tell an "interesting story". 
Regarding its product design needs, rather then putting the ferry into 
alternative uses, e.g. exhibition or carrying visitors, it is now being stored up in Tai 
Pang Chung (Wong, W.K., personal communication, April 20, 2006), and thus 
visitors' access is totally restricted. Its amenity is also poor due to the lack of 
information or signage provided. Introduction of the ferry was only briefly 
mentioned in the two museums, no further information is provided in the 
promotional materials. 
From the heritage management aspect, the asset is believed to have high 
historical value and it is rare in nature. Furthermore, as the presence of hand-pulled 
ferry service in the earlier years was strongly related to the topography of Tai O, it 
can represent the destination well. However, as local residents do not use the hand-
pulled ferry nowadays, it has low social value. The primitive setting of the ferry can 
only give rise to moderate aesthetic value. On the other hand, moderate educational 
potential is present, as the hand-pulled ferry could be utilized for the organization of 
experiential tours. 
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Based on the robusticity assessment, being privately owned, lack of 
individual's initiative to carry out regular maintenance, the hand-pulled ferry is now 
at poor state of repair (Wong, W.K., personal communication, April 20, 2006). 
Management plan had briefly been mentioned in the revitalization study of Tai O 
(Planning Department, 2001). On the other hand, good potential for public 
participation is present. The potential lays on the possibility of reintroducing the 
hand-pulled ferry service which can then engage the local residents. Furthermore, it 
is not likely that visitation will generate negative impacts on the local residents 
though possible impact on the ferry's fabric is high as modification of the original 
ferry is essential to ensure the safety standard could be met. 
In general, the matrix suggested that the asset allocated to C2 square has 
moderate market appeal and robusticity. By widening its market appeal, it can be 
developed as primary attraction (du Cros, 2000). To achieve this goal, it is suggested 
that hand-pulled ferry service could be reintroduced to bring visitors across Ho 
Chung. Though the time required might be longer than crossing the bridge, it allows 
visitors to experience the traditional life of Tai O residents in the past. Yet product 
modification and visitor number monitoring are required to raise the safety standard. 
An alternative suggestion is to exhibit the hand-pulled ferry in the museum, however 
such notion reduces the interactive possibilities. 
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6.3.20 Shrimp Paste Factory 
翻 
Figure 6.20 Production processes that take place at the shrimp paste factory 
Shrimp paste is the most popular product of Tai O, thereby the two shrimp 
paste factories possess some appeal. The factory is built on modem structure which 
fails to give a unique setting, thereby it has minimal likelihood to become the icon of 
Tai O. The factory is an ideal site for demonstrating the production processes of 
shrimp paste (as seen in Figure 6.20), thereby it captures the potential of telling 
visitors interesting stories. Furthermore, as the shrimp paste business is passed on 
from the owners' ancestors, thus strongly linkage to the root of the destination is 
revealed. In addition, the fishing activities allow excessive marine resources for 
shrimp paste production (Wong, 2000; Wong, W.K., personal communication, April 
20, 2006), while the production method to a great extent sticks to its original (Wong, 
2000; Cheung, S.S., personal communication, April 14, 2006). These enhance the 
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linkage of the asset with the culture and history of Tai O. On the other hand, the 
retail of shrimp paste and shrimp cake adds extra appeal to the site. Despite these 
attractions, tourism activities could hardly be observed at present. 
Regarding the product design needs, as the production simply take place at 
the open area in front of the factory, visitors has high access to the demonstration 
and equipments. On the other hand, though it is not located close to the core, high 
accessibility is encouraged by the well paved path (Figure 6.23). Yet, the amenity of 
site could be enhanced, the lack of signage and attractive advertisement made in 
difficult for visitors to locate the factory. 
With reference to the heritage management assessment, the modernized 
setting gives the asset low architectural and research value. This also means possible 
impact on the asset's fabric is low. On the other hand, shrimp paste production is not 
commonly found in Hong Kong, thus it gives good representatives to the destination. 
In addition, the factory has high social value and processes high potential for 
involving the local population, as it provides a source of living to the locals. The 
shrimp paste produced is also supplied to the restaurants in Tai O (Cheung, K.Z., 
personal communication, April 14, 2006). 
In regard to the robusticity of the asset, it is under good maintenance based 
on private initiative. Yet no management plan has been suggested, thus continuous 
survival of the traditional production skill is not guaranteed with increasing 
importation of shrimp paste from China (Wong, 2000). Besides, the asset was 
originally not designated for visitation, thus its mixed landuse nature might causes 
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much interruption to nearby residents. 
To conclude, having moderate to high robusticity and moderate market 
appeal, the matrix suggested the shrimp paste factory to be located in C2 square 
(Figure 6.23). The attribute could be promoted into grade A attraction if market 
appeal strengthening is implemented (Li and Lo, 2004). Therefore, it is 
recommended that the history of the factory to be highlighted in the promotional 
material. Furthermore, tourism operators could cooperate with the factory owners to 
organize experiential tours, for example demonstration accompanied by 
interpretation and shrimp paste making classes which can add appeal to the asset. On 
the other hand, these can assist the passing on of the traditional skill. Yet, due to its 
moderate capability to cope with visitation, selective promotion strategy is required 
to restrict the number of visitors. 
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6.3.21 Tanka wedding ceremony 
Figure 6.21 Tanka wedding ceremony in November, 2005 
Source: Wong Man ’s Photo gallery (website) 
The Tanka wedding ceremony is a special ritual practiced by the boat people 
in Tai O when they get married in the past. Though this traditional ceremony had 
not been practiced by the local community for more than 2 decades (Cheung, S.S., 
personal communication, April 14, 2006; Wong, W.K., personal communication, 
April 20, 2006), the Rural Community of Tai O has been organizing the imitated 
ceremony for four years. Figure 6.21 gives the general picture on the ceremony 
which is carried out each year. The ambience and the setting of the ceremony is far 
from excellent as the imitated performance is much a shortened version and as it 
takes place at the Ho Chung area overcrowding often appears at the core of Tai O. 
Without much publication, the ceremony is not well known to the outside 
community. The ceremony possesses high possibility to tell an interesting story. This 
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is because the traditional wedding ceremony requires the performance of lots of 
rituals, e.g. hemp basket given to the bride highlighting her productivity, choosing a 
lucky day to declare the adulthood of the couple and sail by Sam pan to worship 
Yeung Hau (Wong, 2000). These customs not only can interpret interesting 
traditional tales, being associated with local culture they also reflect the root of the 
destination, the practice of a fishing community. However its ability to complement 
other tourism products remains low, as the ceremony is only carried out annually in 
November (Cheung, S.S., personal communication, April 14, 2006). 
Regarding the product design needs, visitors arrived at the river side of Ho 
Chung area can witness the ceremony with ease. The site location (as seen in Figure 
6.1) also allows visitors to access other resources at the destination with ease. Yet, 
the amenity of the ceremony requires improvement as almost no information has 
been given in the pamphlets, most visitors are only aware of the ceremony upon 
their arrival. 
On the other hand, the cultural significance assessment indicated that with 
strong linkage to past Tanka custom, the ceremony has high aesthetic, historical and 
educational value. Moderate social value is present as it can arouse residents of their 
collective memories (Cheung, S.S., personal communication, April 14, 2006). 
Furthermore, with diminishing number of boat people in Hong Kong, the ceremony 
is regarded as rare; this gives the ceremony certain representativeness at the 
destination. However, the representativeness is restricted by the inauthentic nature of 
the ceremony. With regard to the ceremony's robusticity, it is considered to be fragile 
as the ritual has been much altered and simplified; participators are often non-Tai O 
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residents (Wong, W.K., personal communication, April 20, 2006). Sponsored by the 
Hong Kong government, this traditional ritual could be partially preserved. However 
without adequate funds, optimal preservation could not be achieved as the detail of 
the ceremony needs to be reduced. The ceremony possesses high potential for local 
involvement if local residents are recruited for the preparations work and the 
performance. Taking place at the center of Tai O, the ceremony is likely to pose 
noise disturbance and inconvenience to residents. 
To this end, the ceremony should be an intangible resource located in the A2 
square (Figure 6.23), representing high market appeal and moderate to high 
robusticity. As highlighted in the assessment, the ceremony is an important 
intangible heritage of Tai O, to fully utilize its market potential medium level of 
conservation is necessary to protect the cultural values. Thereby, enhancing the 
authenticity of the ceremony is of the first priority, detailed information could be 
sought from the elderly then integrated into the performance. For example, the sail 
to the Yeung Hau Temple, the singing of "Songs of sea" can be reintroduced to 
provide a more comprehensive picture (Wong, 2000; Wong, W.K., personal 
communication, April 20, 2006). To obtain this goal, increased funding is 
recommended, as the current funding by the Hong Kong Tourism Boards is around 
much below its expenditure (Cheng, K.Z., personal communication, April, 14, 2006; 
Cheung, S.S., personal communication, April 14, 2006). Additionally, local 
participation can also be strengthened. Detailed information related to the rituals can 




Figure 6.22 The obelisk around the hill slope of Sun Ki Street 
Source: Fan ’s gallery (website) 
The obelisk marked the marine boundary for the Chinese ships during the 
colonial period (Bard, 1988). Locating at the hill slope over looking the Tai O village, 
the asset has a relaxing setting. The obelisk is a product of colonization allowing the 
asset to complement the old police station to reveal the story related to the colonial 
period of Hong Kong. The asset's historical background allows it to be distinguished 
from other cultural and natural resources at site. At present, few tourists could be 
found visiting the site but due to the lack of visitors' awareness, tourism activities 
remain limited. The site also offers some opportunities for other activities e.g. sunset 
watching and photographs taking. 
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The product design needs reveals visitors have high access to the asset's 
feature as no barrier and warnings has been set up. Its accessibility is only moderate 
as it has a peripheral location and there is no well paved path to facilitate visitors' 
access. In addition, the site amenity is poor as no interpretive panel and other 
supporting facilities have been erected. 
From the cultural significance assessment, the asset is graded as having 
moderate aesthetic and educational value. On the other hand, as the site strongly 
represents the historical past of Hong Kong, it is graded as having high historical 
value and rare. However as it highlights the colonial rule in Hong Kong rather than 
the history of Tai O, it owns poor representativeness at the destination. Furthermore, 
social value is low as the site is visited mostly by visitors from the outside 
community, this also minimizes the potential for on going local participation. 
The robusticity assessment suggested the asset is in good state of repair 
though no regular management and monitoring are in place. Increasing visitations 
poses moderate risk on influencing the local community as visitors need to pass by 
the stilt-houses around San Kei Street before reaching the obelisk. 
The matrix concluded that the asset to be located in D2 square: low to 
moderate market appeal and moderate robusticity (Figure 6.23). Due to its low 
market appeal, promoting the site to the majority appears to be ineffective; an 
alternative is to promote the site to those who have special interest towards the 
history of Hong Kong. This is also beneficial from the management perspective 
owning to selective promotion could minimize the number of on-site visitors, and 
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thus no additional method is required to cope with the increasing pressure poses on 
the asset. On the other hand, located at the periphery of the destination, it helps to 
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Figure 6.23 Market appeal — robusticity matrix for Tai O's attributes 
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6.4 Overall tourism potential 
The tourism potential assessment on the 22 attributes in Tai O has been 
completed and the grades and options for development have been summarized in 
Table 6.6 and the tourism potential of each attribute is displayed in Figure 6.23. In 
general, a large number of the attributes (10 attributes out of 22) fell in to the C2 
square, while the rest of the attributes were scattered in Al, A2 and D2 squares 
respectively. By this means, the assessment revealed that the assets in Tai O are 
different in terms of their market attractiveness and capability to cope with visitation, 
therefore future development of these assets requires different level of promotional 
and management efforts. 
Three attributes has been identified to have especially high potential to be 
developed into the core product of the destination. These three assets, the promenade, 
Yeung Hau Temple and the Museum were classified as resources having high 
attractiveness and high level of robusticity and are thus located in Al square. 
According to Mckercher and du Cros (2002), these three attributes are ideal for 
significant tourism activity requiring minimal level of conservation. These resources 
also capture the highest potential to be developed as core attributes for tourism 
development. 
Three other resources including the stilt-houses, Tai O Cultural Workshop and 
the Tanke Wedding Ceremony were categorized as having medium level of 
robusticity and high level of attractiveness and placed in A2 square. Mckercher and 
du Cros (2002) recommended that these sites to be developed for significant tourism 
activities. To achieve this goal, medium level of conservation measure is required to 
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protect the value of the assets against increasing visitation. An alternative method is 
to regulate measure is effective, the attributes could then be upgraded as Al 
resources and can be reserved for peak visitation (du Cros, 2000). 
On the other hand, C1 square which is characterized by having high level of 
robusticity, and medium level of market appeal contains two attributes, Tin Hau 
Temple at San Tsuen and the Wing On Street. As carrying capacity of the attributes 
goes beyond its attractiveness (Mckercher and du Cros, 2002), it is recommended the 
site manager should pool effort for enhancing the market appeal of the attributes 
(Mckercher and du Cros, 2002). Promotion of the festival related and highlighting 
the characteristics of the resources in the promotional material could be beneficial. 
These resources are recommended to be utilized as secondary attractions (du Cros, 
2000), yet they also capture the potential to be developed as the primary attractions if 
market appeal is well strengthened. 
The C2 square contains the largest number of assets indicating a good 
number of attributes in Tai O contains medium level of attractiveness and robusticity 
(Figure 6.23). Thus, to enhance the level of tourism development requires the 
strengthening of site's robusticity and the incorporation of visitor management 
strategy at most assets (Mckercher and du Cros, 2002), while market appeal should 
be widened at the same time (Li and Lo, 2004). However within this group, 
subdivision is needed. As revealed in Figure 6.23, five of these 10 attributes 
including the natural resources namely, the general rock, natural mangrove, Chinese 
White Dolphins and the religious resources, including the Kwan Tai Temple and the 
To Tei Fuk Tak Palace have relatively lower market appeal or robusticity when 
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compared to other assets located in this square. This limits the ability of the 
resources to be developed as an individual attraction, therefore bundling is the 
recommended alternative. Eco tours could be organized to embrace the above natural 
resources in the itinerary. On the other hand, by introducing religious heritage trail, 
the temples could complement other temples in Tai O to give visitors a more 
thorough understanding on the destination's traditional beliefs. The other five 
attributes include the Hung Shing Temple, Wing On Street, hand-pulled Ferry, the 
shrimpe paste factory and the disused salt pan having higher market appeal is more 
likely to standout as an individual attraction with the corresponding attractiveness 
enhancement. Resources in the C2 square also require preservation initiatives, 
reminder of visitors' code of behavior and selective promotion could be effective. In 
addition, the setting up of heritage fund and employing shrine priests to patrol 
among the temples is recommended to ensure the cultural significance could be 
preserved. 
The rest of the attributes fell into either B2 or D2 square. Lung Ngam 
Monastery, Hwa Kwong Temple and the obelisk allocated to D2 square capture low 
level of attractiveness but medium level of robusticity and are therefore not effective 
for marketing initiatives (Mckercher and du Cros, 2002). This means that these 
resources are either in poor physical state or their cultural values are vulnerable to 
negative impact caused by heavy visitation (Li and Lo, 2004). To upgrade these 
resources, one option is to make use of bundling of heritage assets while hardening 
of site and preservation tasks should be present (Li and Lo, 2004). Another solution 
is to leave these resources for uses other than tourism activities, for example, for 
research. One attribute, the Tin Hau Temple located at Market Street was allocated to 
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B2 square, indicating low to moderate market appeal and robusticity. Rather than 
developing it for serving tourists, alternative use of resources is also recommended. 
On the other hand, no attributes were allocated into D1, D3 and B1 squares, 
implying that all sites' attributes contains medium to high level robusticity. 
To conclude, after analyzing the tourism potential of each of the resources by 
taking into account the market appeal and the robusticity of site, only a few assets 
are ready for peak visitation. Some other attributes could stand as individual 
attractions if the provision of a more interactive and experiential setting is present. 
However some resources require to be promoted as bundles, e.g. the development of 
eco-tours or religious trails to actualize their potential. A minority of the resources 








































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































Chapter 7 Local community's Attitude and Perception 
7.1 Introduction 
Following the chapter on resource assessment and exploring the market 
potential of Tai O as part of the initiative to understand resource supply of the 
destination, this chapter focuses on understanding residents' attitude and perception 
towards heritage tourism development on their Island. Taking a stand on heritage 
tourism, the aim of this research is to provide suggestions on how tourism 
development could take a responsive path (Pearce, 1992)，taking into account the 
perception of the local community, worries and concerns (Keogh, 1990; Gursoy et 
al, 2001). The result of this chapter includes the major opinion of the members of 
the local community on heritage tourism development in Tai O through analyzing the 
results obtained by structured in-depth interviews with 12 local residents. The 
chapter has three major sections: (1) the major disturbance brought by visitation, (2) 
the importance of different benefits due to tourism activities, and (3) the readiness 
and perception of local community on tourism development effort. Objectives (1) 
and (2) provide information on attribute management and visitor management, while 
objective (3) provides insights for future product development in Tai O. 
7.2 Disturbance caused by visitation 
Tai O is now one of the most popular tourists' choices among the destinations 
on outlying islands. At present, the number of visitation reaches 190,000 annually 
(Wong, W.K., personal communication, April 20, 2006). Over crowding at the core 
area was witnessed during site visits, especially during public holidays, thereby 
different kinds of annoyance upon the local residents is possible (Butler, 1980). This 
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section reveals how local residents feel about the disturbance on the community at 
the present level of visitation and management. The data collected yields insights on 
the level of acceptable change the community could cope with, which is an 
important concept in the visitors' management study (Clark and Stankey, 1979). 
Respondents were given nine kinds of disturbances (as listed in Table 7.1) which are 
commonly found in literature (Gursoy et al, 2001) and respondents were asked to 
grade them according to their present experience. In general the respondents do not 
consider the possible negative impacts listed in Table 7.1 as disturbing. This is well 
illustrated by the low average grade given to most items. Out of a maximum of 6, all 
of the items were given a grade of less than three. A summary of the grading of all 
the items are listed in Table 7.1. 
7.2.1 Increasing traffic congestion 
Traffic congestion is the most irritating concern as revealed by the scores 
(2.58 out of six) in Table 7.1. The residents stated that although traffic congestion 
caused by increasing traffic flow is on the increasing, it is not significant since at 
present all Tung Chung Road is zoned as the restricted zone, which permits only 
licensed traffic to enter. However, as Tung Chung Road is the only road connecting 
the South of Lantau Island to the North section, here is with increasing number of 
traffic, especially the frequency of bus scheduled along the winding road. The 
residents stated that being the only access, any accident would paralyze the terrestrial 
linkage between Tai O and the rest of Hong Kong. Therefore, five of the 
interviewees had strongly urged the government to build an additional linkage, to 
join the Northern and Southern section. While another interviewee raised alternative 
suggestion, to fully utilize the coastal location by placing more ferries service which 
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link Tai O to the rest of the territories. The local community is particularly concerned 
as this not only affects their convenience but also the image of Tai O as a tourism 
destination. 
7.2.2 Pressure on local facilities 
Gunn (1988) had pointed out that increasing number of visitors could over 
run the capacity of the local facilities which was not originally designed for tourist 
use. In this research, visitors expressed concern by scoring 2.5 out of a total of 6 on 
the adequacy of facilities. Ranked second, increasing usage of local facilities by 
tourists imposed inconvenience to the locals. The residents stated that the provision 
of washrooms and other facilities are adequate in general and serious competition 
with the local community members has not been witnessed so far. Some of them 
even stated that the queuing time of boarding buses was shortened by the higher 
frequency of buses to cope with the increasing visitor demand. The major issue 
reported was the decline in the condition of facilities, e.g. the hygiene of the 
washrooms. However, the disturbance caused is more pronounced at the center of Tai 
O where two respondents who live in the core area of Tai O gave a score of 5 (out of 
a maximum of 6) to express their concern over this issue. As revealed by visitors, at 
the most prosperous area of Tai O, mainly the Market Street and Wing On Street, due 
to the concentration of visitors, overcrowding always occurs. 
7.2.3 Destruction on heritage resources 
Another potential disturbance, destruction on heritage resources due to heavy 
visitation, was given an average score of 2.42 and ranked third among the nine items 
in Table 7.1. In general, the majority of the respondents did not consider this as a 
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threatening issue, as the data indicated that 7 of the respondents only gave a grade of 
1 and 2. In fact, they stated that most of the visitors are well educated and are 
behaving well, therefore no destruction on local heritage resources had been reported 
so far. 
7.2.4 Over commercialization 
The concern that ranked the third highest is the issue regarding 
commercialization in Tai O. Given an average of 2.42 scores, the characteristics of 
Tai O blurred by the overwhelming commercial activities is another concern to the 
respondents. However, it is not the concern of the majority, as the average score was 
affected by two of the respondents who gave a score of 4 and 5 respectively. 
However over half of the respondents' scored 1 and 2 for this item. According to 
these respondents commercialization is not a major problem. There are two major 
reasons summarized. Firstly, three of the respondents claimed that most commercial 
activities at Tai O are basically small scaled where most are family businesses selling 
dried seafood, snacks or accessories around Market Street and Wing On Street, or 
hawkers who only operate their businesses during holidays. Secondly, five 
respondents claimed that increasing the number of shops is a good phenomenon as 
development can never take place without commercial activities. These residents 
believed that businesses could help to keep up the lively setting of the street and 
could help the revitalization of Tai O and lure more tourists. 
7.2.5 Littering 
Littering, though was not considered as very disturbing, gained an average 
score of 2.33 and ranked fourth among the items. Most of the respondents claimed 
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that the problem of littering has increased with growing number of visitors. This is 
not due to the visitors' poor code of conduct; instead the major problem lies on the 
insufficient rubbish bins. Very often visitors simply place the rubbish on the top of 
the bins which has already been filled up, thus deteriorating the ambience of the 
destination. Respondents stated that the problem is a spatial issue, and littering is 
found mainly around the crowded core centre, but not found in the peripheral region. 
7.2.6 Declining exotic ambience of the destination 
Based on the average grade of 2.25 out of 6, "changes on the destinations exotic 
nature" is another concern to the local community. Five of the respondents suggested 
that the exotic nature has been modified as government had implemented a number 
of projects at the destination. Wong Wai King (personal communication, April 20, 
2006) of the Cultural Workshop of Tai O lamented that the replacement of the 
historical sea wall with over 300 years history by a modern structured promenade 
reduces the authenticity of the original landscape. 
7.2.7 Noise pollution 
Growing number of visitors generated increasing noise level at the 
destination, however the local residents stated this has not affected their daily life. 
Given a score of 2.08, on average respondents believed the level of noise is 
acceptable. 10 of the respondents claimed that if the destination is to be developed, 
increasing number of visitation is necessary and will inevitably generate greater 
noise level. Based on this perception, they are willing to give up certain degree of 
tranquility in order to obtain greater economic opportunity. Furthermore, they also 
expressed that without the "sound" brought by visitors, the destination is lifeless, 
200 
therefore the sound could bring about a more lively setting. Three of the residents 
pointed out that, the major concern was the presence of visitors during evening time. 
They emphasized that most of the residents are elderly and they are used to sleep in 
early evening. But very often visitors could be found in Tai O at eight or nine 
o'clock, thus generating some kind of disturbance. 
7.2.8 Air pollution due to increasing traffic 
Most of the residents claimed that they are not aware of the worsening air 
quality caused by increasing traffic at the destination. There are two different 
opinions, one group of the respondents pointed out that even if the air quality really 
declines, it is more likely to be the overall situation in Hong Kong rather than the 
particular case at the destination. Secondly, three respondents explained that air 
pollution is not likely to be caused by more traffic as number of vehicles is restricted 
along the traffic control zone. 
7.2.9 Language and cultural conflicts 
Conflicts generated by language and cultural barrier were regarded as least 
disturbing (Table 7.1). Even though eight of the respondents are participating in 
different types of commercial activities at the destination, indicating a large 
proportion of the respondents have close contact with visitors, they stated that in 
their daily practice, not much language and cultural differences has been discovered. 
This is mainly because the majority of the visitors are Hong Kong people. They also 
claimed that even if the visitors are foreigners, body language is adequate for 
communication. Therefore, this concern received the lowest average score of 1.58 
out of a maximum of six. 
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Table 7.1 Rating of different disturbance on the local community 
Disturbance Average grade (max=6) 
Noise ^ 
Littering 2.33 
Language and Cultural barrier 1.58 
Traffic Congestion 2.58 
Damage of heritage product 2.42 
Pressure on local facilities 2.50 
Air pollution due to heavy traffics 2.08 
Changes the destination nature 2.25 
Over commercialization 2.42 
Note: 1 indicates not much disturbance while 6 meaning the item is very disturbing. 
Based on the above information, it can be concluded that residents at present 
do not view the impact brought by tourism activities on their island as annoyance nor 
disturbance. Rather, the disturbance is a spatial issue and impact is more significant 
at the core of the destination. Though the potential impact has not reached the 
stagnation stage according to Butler's (1980) model, their opinions should be taken 
into consideration so as to generate a promotional strategy which embraces the 
acceptable change of the local community (Stankey el at., 1985). 
7.3 Benefits brought by the visitations 
Beyond the economic benefits, non-monetary gains are always generated 
with the presence of tourism activities at the destination (Dowling and Fennell, 
2003). Following the above section, this part aims at ranking the importance of the 
benefits brought by increasing tourism activities to the community. 
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7.3.1 Allow younger generation to learn more about the destination's 
characteristics 
Among all the benefits, the residents believe providing Tai O's younger 
generation the chance to better understand their homeland's culture and resources is 
the greatest benefit to the local community. Out of a maximum of 6, this item ranked 
first with a grade of 4.83. Four of the respondents stated that, due to the lack of job 
opportunities most of the adults left Tai 0，therefore most of them do not follow the 
details of traditional rituals, citing the ending of the Tanka wedding ceremony as a 
good example. Furthermore, their connection with Tai O had been weakened for 
most of them just return to Tai O during weekend while others simply return during 
specific festivals. Therefore most of the respondents agreed that reintroduction of 
traditional culture and highlighting the resources of Tai O can allow the youngsters 
to understand their roots better. 
7.3.2 Devoting more resources to Tai O 
The respondents stated that with increasing visitors at the site, more facilities 
could be built at the destination to accommodate increased demand. Based on this 
perception, this item ranked first with a score of 4.83 and the score given by the 12 
respondents slightly ranged from 4 to 6 marks (Table 7.2). The Rural Community 
member of Tai O, Mr. Cheung (personal communication, April 14, 2006) stated that 
the increasing number of visitors will enhance the demand on more convenient 
transportation, this will increase the likelihood of the government to build an extra 
link along the coast to Sha Lo Wan and this would then provide an additional 
passage if Tung Chung road is blocked in any case. Another example is the provision 
of promenade and kiosk provided additional leisure facilities for Tai O residents. 
Therefore it is believed that increasing the importance of Tai O as a tourism 
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destination would bring about better infrastructure, facilities and more benefits to the 
local community. 
7.3.3 Improving business opportunity 
According to the data collected, increased business opportunity is another 
most important benefit brought by the visitors. Although some respondents do not 
have a regular stall, a large number of residents, especially those living along Wing 
On Street, Market Street and Shek Tsai Po often use the first floor of their property to 
sell dried seafood, soft drinks, accessories or shrimp paste. Some hawkers similarly 
sell their products along the streets during peak visitors flow. The high rate of 
residents participating in some kind of business at the destination helps to understand 
the high valuation to the business opportunity. The respondents added that, without 
working in the urban area, small scale retailing can provide them with additional 
sources of income. Other respondents added that, though they do not operate any 
business activity at the destination, prosperous small scale business activities along 
the streets gave the destination a more energetic environment and is beneficial both 
to the local people and the visitors. 
7.3.4 Preserving the tradition of Tai O 
The respondents expressed their valuation towards the site by giving a fairly 
high average score of 4.5 out of 6 (Table 7.2). Nine of the interviewees gave high 
grade to this item ranging from 4 to 6. They stated that the traditional culture is 
important to Tai O as it is especially important to the older generation. However, on 
the contrary three of the respondents claimed such benefit is not very important; as 
most of the tradition has been modified or had ceased to exist, thereby revival of 
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these cultures is not the top priority. They further argued that it is of no possibility to 
restore every tradition and culture back to the origin as the society as a whole is 
progressing. To this end, the revived practices are distorted and simplified and this 
phenomenon is regarded as staged authenticity by a number of researchers 
(MacCannell, 1976b; Van den Berghe; 1984; Keesing, 1989; Boorstin, 1991; Bruner, 
1991). As an example, one of the respondents further clarified that even though the 
Tanka wedding ceremony is now reintroduced as a means to attract visitation, the 
product will be inauthentic (Wong, W.K., personal communication, April 20, 2006). 
7.3.5 Packaging to target foreign visitors 
On average, the respondents believed with the growth of tourism activities at 
the destination, allowing visitors to understand Hong Kong's resources in a more 
comprehensive way is considered as an important output. The average score on this 
item was 4.42 with nine of the respondents scoring from 4 to 6. These respondents 
agreed that the promotional materials often portray Hong Kong as a destination with 
compact concrete urban areas, however, there are still less polluted regions with 
more realistic settings. They added that Tai O has undergone relatively less 
modification compared to other parts of Hong Kong, thus it is a good representative 
of the well preserved side of the territory. Therefore, more visitations to Tai O allow 
more tourists to have a more thorough understanding of Hong Kong. 
7.3.6 Allow more people to get to know Tai O 
The benefit which ranked sixth is the notion that with more people visiting 
Tai O, more people will know about the history, culture and the characteristics of Tai 
O. This item was given an average score of 4.33 marks (Table 7.2) with 10 of the 
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respondents scoring more than 3 marks on this item. Four respondents claimed that 
as Tai O residents, they do feel proud when more people appreciate their homeland. 
This is a kind of psychological empowerment that tourism activities could bring to 
the communicty. Others claimed that it is always a good thing to let people 
understand their community better, as this could then bring more people to the 
destination and thus generate more opportunities for Tai O. 
7.3.7 The role of government 
One of the benefits that accompany the growth of visitors is the increasing 
attention devoted by the government. This is clear as this item scored 4.17 on the 
Likert scale. Nine of the interviewees claimed that more attention from the 
government on Tai O is good to the community as this reveals the importance of the 
destination. Two others stated that increasing government attention is well revealed 
in the building of promenade and also the proposed folk museum at the destination. 
However, one of the respondents claimed that increasing attention from the 
government always resulted in higher level of interference which will result in 
greater modification upon the destination. The most explicit example is the 
replanting of mangrove at the mudflat surrounding the sea wall as a means to 
compensate the lost of mangrove during the reclamation project at Chek Lap Kok. 
The site chosen was originally covered by mangrove, thus such project not only 
wasted much resource, but also destroyed the natural ecosystem of Tai O. 
7.3.8 Increased unity of the local community 
Overall, the local residents treasure the more united community brought by 
tourism development. A few respondents claimed that the development of tourism 
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activities brings along more opportunities for cooperation which allows Tai O 
residents to become closer. However compared to other items, this notion only 
ranked eighth scoring 4.14. The relatively low score was explained by three 
respondents that the local community is united even before tourism activities started 
growing at the destination. However, most of them agreed that tourism activities 
brought them chances to sit down together and discuss issues. This allows the 
community members to have closer contact with one another. 
7.3.9 Provision of job opportunities 
Though literature often stated tourism development can generate more job 
opportunities for the host community (Dowling and Ferrall, 2003), its importance 
was ranked least by the respondents in Tai O. With a score of 3.42, “more job 
opportunities brought" was regarded as the least significant benefit generated by the 
increasing number of visitors. Most of the respondents stated that as the majority of 
the younger generation are now working in the urban area, the increasing job 
opportunities in Tai O will not exert significant pull on those who had already 
migrated to the urban region as they have already get a stable job. Thus more jobs 
available to the Tai O residents would not directly bring about much positive impact 
on their daily life. Furthermore, a few respondents stated that even though job 
opportunities increased, the job nature is not attractive enough to draw the younger 
generation back to Tai O. This is because at present most of the jobs offer are the 
opening of stores, or providing tertiary services at the restaurants and are therefore 
not very attractive to the educated youngsters. 
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In general, the local residents claimed that the tourism activities at this stage 
brought them different kinds of benefits. It is apparent that the positive impact 
brought is greater than the negative impact. This is well illustrated by the fact that 
although there were 10 respondents saying that they felt changes took place in Tai O, 
they hold positive views towards such changes. This is revealed by an average mean 
of 2.08 out of a total of 6 when respondents were to score their feeling towards the 
changes that took place in Tai O ( 1 indicates positive attitude towards the changes 
and 6 meaning a negative attitude towards such changes). 
Table 7.2 Rating of different benefits to the local community 
Benefits Average Grade (Max=6) 
Business opportunity 4.58 
Job opportunity 3.42 
More government attention 4.17 
More resources devoted on Tai O's destination 4.83 
Allow more people to get known to Tai O 4.33 
Giving foreign visitors a comprehensive image ^ ^^ 
of Hong Kong ‘ 
Unifying the local community 4.14 
Allow the younger generation to search for their root 4.83 
Prolong the culture and tradition of Tai O 4.50 
Note: 1 indicates not important at all while 6 meaning the item is very important 
7.4. Local participation on tourism development 
As recommended by Hall and McArther (1993a) local involvement is an 
essential element to ensure high quality tourism management; however to achieve 
this goal, both ability to participate and willingness to participate are important 
criteria. This section aims at exploring the readiness of the local community to 
participate in the planning, management and promotion of the site for tourism. In 
addition, the local perception on effectiveness of promotional initiatives is assessed. 
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7.4.1 Local community's perception on heritage tourism 
To develop the site into a heritage tourism destination, the host community must 
capture a thorough understanding on the components of heritage tourism in order to 
put them into practice and enhance the destination's sustainability. The in-depth 
interviews showed that, among the 12 respondents only one acknowledged ever 
hearing of the term "heritage tourism, while the majority, had never heard of the 
term. This clearly indicated that in general, the local community has a poor 
perception of heritage tourism development. It should be noted that among the 
respondents, three of them are now involving in active role of tourism planning and 
management in Tai O. Though taking advisory and active role in the community's 
tourism issue, they showed no knowledge on the nature of heritage tourism. Special 
attention should be paid to this issue, as the result indicated that not only the general 
population in Tai O do not capture the correct concept of heritage tourism, even 
those who are responsible for directly affect tourism development issues have poor 
knowledge. 
Despite inadequate capacity and awareness of the local community to launch 
heritage and sustainable tourism initiatives at the destination, community members 
are aware of the channels that are available and allow them to be involved in the 
planning and discussion sessions. This is well illustrated as eight of the respondents 
can name at least two of the organizations that are responsible for carrying out 
tourism activities in Tai O. The most well known organizations are the Rural 
Community of Tai O, Hong Kong young women's Christian association Tai O 
community work office and the resource sharing center of Tai O. Other organizations 
mentioned include Hong Kong Tourism Board and the Tai O Cultural Workshop. 
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Being aware of the organizations responsible for tourism planning and promotion, 
the local community knows the channel to approach when they have the incentive to 
participate in tourism planning and management. To this end, the information 
gathered indicated that the local community has high awareness of the tourism 
activities in Tai O, however they view it as a form of mass tourism rather than 
alternative type of tourism. Thus, the local capability to launch heritage tourism 
development is restricted. 
7.4.2 Willingness to participate in tourism development of Tai O 
In general, the local community is willing to participate directly in tourism 
development of Tai O. Based on the information collected, all respondents declared 
that they are willing to preserve the heritage in order to retain the uniqueness of Tai 
O. However a few respondents raised the issue that preservation cannot solely 
depend on community's effort and that government support especially in monetary 
term is necessary. Respondents also revealed their willingness to introduce the site 
characteristics personally to visitors (Figure 7.1). The idea of opening of stilt-houses 
to allow tourists to visit the internal setting and structure received support from the 
locals. Among 12 respondents, seven supported this initiative, and some confirmed 
that at visitors' request, they often welcome them to tour around their homes. 
However, three respondents suspected the possibility of opening the stilt-houses as 
they are private property, such initiative therefore requires the consensus of the 
assets' owners. Others who did not show their support for such claim reported that 
designated for local residential purpose, the stilt-houses' structure may not be able to 
withstand heavy visitation. On the other hand, the option "enrolling in training 
courses and guiding the local tours" also received considerable amount of support. 
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Five respondents showed their enthusiasm towards this option, while four stated that 
currently they often guide visitors to different attributes upon their requests. 
Additionally, some respondents confirmed that they are willing to demonstrate some 
skills and procedures of local dried seafood processing as an attraction. The 
community members also express certain interest in participating in the meetings 
related to tourism development. Five of the respondents stated that at present, they 
are frequent participants at these types of meetings. Others who claimed to have no 
incentive to join stated that they are not well informed of the meetings. Based on the 
above information, it is concluded that the community in general is willing to 
provide assistance to Tai O's tourism development process. 
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7.4.3 Community's perception on initiatives to promote the site 
Result of the in-depth interviews with the 12 local residents reviewed 
community members have different opinions towards the initiatives that they 
perceive as effective to raise Tai O's attractiveness and what the constraints are. In 
general, the majority claimed the introduction of tour guides or interpreters at 
different attributes received the highest vote (Figure 7.2). Nine of the respondents 
reaffirmed that the provision of guides at different sites can provide visitors with 
thorough and interesting interpretations. Visitors can therefore gain more during the 
visit and they are likely to have a higher level of satisfaction. However other 
respondents expressed reservation. This is because the destination is experiencing 
aging population, and thus most lacks the ability to express their idea in a well-
coordinating way. They also the lack of a well trained citizen pool to carry such duty. 
The residents claimed that without official training, the likelihood of providing 
accurate and well organized presentation is limited. Three respondents added that 
according to their experience, occasionally they do find themselves failing to answer 
some questions raised by the visiting tourists. 
Another popular option is to arouse the attractiveness of the site through 
promoting its natural resources, e.g. the General rock, the mangrove and the Chinese 
White dolphin. This obtained support from seven respondents and is the second most 
popular choice as shown in Figure 7.2. The supporters claimed that the promotion of 
natural resources in Tai O can widen the product base of the destination and is 
therefore a beneficial move. Among the five respondents that hold opposite view, 
three expressed their annoyance towards the status of the natural mangrove. These 
respondents including the members of the Rural Community of Tai O are all above 
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64 years old and living in stilt-houses. The rebuilding of ruined stilt-houses for 
visitation received half of the respondents' approval and was thus regarded as having 
considerable level of support. However financial sources hinder higher degree of 
support towards this suggestion. The respondents reported that the building of a stilt-
house requires around $100,000 Hong Kong dollars, without any financial support 
from the government private individuals are not much motivated. The licensees 
required for the reconstruction of stilt-house (Hong Kong, Commerical Daily, 2000) 
also discourage preservation effort. To sum up, unless governmental initiatives are 
given, conservation of stilt-houses cannot be a success. 
In addition, the reintroduction of traditional practices and the demonstration of 
local product processing obtained same degree of support with six votes as 
illustrated by Figure 7.2. Both initiatives were considered by the respondents as 
means to widen the resources base of the destination. Yet other expressed their 
reservation towards these two suggestions. According to these respondents, the 
reason was because many of the traditional practices no longer exist in today's life 
thus it is not possible to utilize them, other added that the reintroduced practices are 
inauthentic in nature. 
The least favorable options to increase the destination's attractiveness are the 
reintroduction of hand-pulled ferry and reduction of congestion at the core area. 
Most of the respondents claimed that the reintroducing hand-pulled ferry service is 
not practical as the construction of the Rope-drawn Ferry Bridge provides locals and 
visitors easy access to the other side of Tai O. Thereby the provision of the ferry 
services may be unprofitable, and the interviewees doubt the willingness of the 
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locals to provide the service. Some respondents pointed out that with aging 
community members, the residents might not have the physical ability to reintroduce 
the service. One respondent was worried that the safety standard poses additional 
hindrance. 
The least favored suggestion is the reduction of over-crowding at center of Tai 
O by means of implementing visitor management effort. In general, the locals 
expressed their reluctance to reduce the concentration of visitors as they stated that a 
decline in visitation will reduce their business opportunity and thus their livelihood. 
Therefore they claimed that they are willing to tolerate overcrowding during peak 
visitation in order to obtain better business opportunity. 
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On the other hand, the locals expressed preference on certain organizations to 
assist the tourism development on site. They stated that the most effective party is 
the cooperation of the local residents. They emphasize that most of the residents 
livelihood are to a certain extent, tightly linked to tourism, thus the locals are united 
and devote much effort in offering visitors a satisfactory experience. On the other 
hand, eight of the residents added that the Hong Kong Government had not been 
actively supporting the tourism activities until in the recent decade, yet without much 
governmental initiative the number of visitation has been growing. Thus, 
government support is welcomed but not the most important supporting force. Yet, 
the locals are reluctant to cooperate with the green organizations in future promotion. 
They claimed that the green organizations are not effective partners as their 
objectives vary with the local community's one. A number of respondents claimed 
that eco-tours only bring visitors to sites of no interest, e.g. the mangrove; this in fact 
can bring about limited benefit to the local community. 
In conclusion, the local community is aware of tourism initiatives at their 
homeland and they are willing to participate in offering services to enhance the 
attractiveness of site. They also support the provision of value added activities at the 
attributes so as to increase the appeal of Tai O. However, the likelihood to engage the 
locals to develop heritage tourism is restricted by inadequate understanding over the 
concept of heritage tourism. 
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Chapter 8 Discussion: Integrated framework engaging Marketing 
and Management initiatives 
8.1 Introduction 
The previous chapters (Chapter 5, 6 and 7) provided detailed description and 
analysis of the data collected from the local residents, local attributes and visitors. 
This chapter aims at integrating the findings from the previous chapters, including 
the market situation, tourism potential, and the perception and attitude of the local 
community. This will then generate an integrated framework which will embrace the 
marketing and management elements. Through exploring the potentials and 
weaknesses of Tai O as a potential heritage tourism destination, and based on these 
findings, recommendations are formulated. This chapter contains recommendations 
that can facilitate Tai O to become a heritage tourism destination and contains the 
following sections: (1) the implication of the present market segments; (2) ways to 
increase the market share of the potential market segment; (3) the visitor and 
attribute management efforts; and (4) the initiatives to enhance the local 
community's capacity to develop heritage tourism. 
8.2 The general market situation 
The market segments generated in chapter 5 yield important implications for 
the formulation of marketing initiatives. To ensure the effectiveness of the 
promotional effort; it is important to understand the market situation in detail. This 
section aims at identifying the potential market which promotional effort should 
targeted at. 
216 
8.2.1 Market share of different segments 
As mentioned in Chapter 5, it was discovered that there was an uneven 
distribution of the number of visitors among the four clusters. Cluster III, the gazers 
represent the majority of the market as it captured 71.47% of the total market share, 
while the other three segments altogether made up less than 30% of the total market 
(as seen in Figure 5.1). Is this finding a unique one or does it share similarity with 
other tourism segmentation studies? 
In general, the four clusters generated in this study exert certain similarities 
with the result of other sustainable tourism studies. In Frochot's study (2003) on 
segmentation of rural tourism, four clusters were identified including, “actives”， 
"relaxers", "gazers" and "rurals". The cluster named "Gazers" was similarly 
identified in this research. Gazers (cluster III), received the largest group of visitors 
(n=511), making this a common finding that is very much related to the recent 
culture of consumption (Frochot, 2005). 
Gazers always appear to capture the largest market proportion segment, and it 
is the largest segment in Frochot,s (2005) study on rural tourism, capturing 35% of 
the total market share. Indeed, Frochot (2005) suggested the modern culture favored 
rapid consumption resulting in shortening the duration of stay. With shorter periods 
spent on the destination, no deep study would be carried out during the travel. This 
shift in visitor behavior is therefore a common phenomenon as the majority of the 
tourists are not motivated by one single motive (Fronchot, 2005). Thus, in the case of 
Tai O, it is not surprising that the small market segment captured by the novelty 
seekers viewed "education and knowledge" the most important push motivation (as 
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seen in Table 5.6). According to a number of scholars, when visitors are not pushed 
or pulled by a particular motive but a number of motives, they are very likely to gaze 
around the site superficially (Ryan et al, 2000; Urry, 2002). As the growing 
popularity of rapid consumption generated visitors that are not strongly motivated by 
a particular motivation, it possibly explained the high percentage of visitors in this 
study, (71.47%), being classified as gazers. Visitors in this segment were not driven 
by a single push factor, instead, they were strongly motivated by both the pull factors 
“relaxation and social function" and also “active participation". The visitors in this 
segment, according to Ryan et al. (2000), Urry (2002) and Frochot (2005) did not 
aim at in-depth traveling or experience but to visit the site superficially and visually. 
Furthermore, the trend of rapid consumption can also explain the presence of a group 
of visitors. Cluster I, the undefined, did not have any clear motivation for travel. 
Having low average score given to each of the push motivation factors, this group of 
visitors have a high likelihood of simply gazing around (Ryan et al, 2000; Urry, 
2002), or even not having any intention to visit the site, but simply accompanying 
their family members or friends who initiated the travel. 
8.2.2 Identify the potential market 
Though the focus of the study is on heritage tourism, the market of Tai O 
contained several sub-segments of visitors with diverse emphasis on different 
motivation factors. Importantly, the study also reveals, the segment novelty seekers 
(cluster IV) which captured a rather minor portion in the whole market segment 
(14.3%) of the whole sample. This result corresponds to the finding that only a small 
portion of visitors are real heritage visitors (29.5%), as real heritage visitors are 
special interest tourists placing high interest on "learning" (Poria., et al, 2001). 
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Novelty seekers represent the potential market segment which has great 
chance to become “real heritage visitors" based on the definition by number of 
scholars (Hall and Weiler., 1992; Poria et al, 2001). Poria et al., (2001) stated that 
heritage tourists are tourists of special interests and are motivated by a heritage 
attributes of the site and they might also perceive the heritage as their own heritage. 
Furthermore a number of scholars stated that all special interest tourists should be 
motivated by particular interest on activities/ destinations/ settings, etc. (Bonink and 
Richards, 1992; Hall and Weiler, 1992; Silberberg, 1995). Thus, being strongly 
motivated by the push motivation “education and Knowledge", indicated that the 
novelty seekers' valuation on "natural and cultural appreciation", "exploring 
unknown place" and “discovery” are relatively higher than the other segments 
indicating that they are most likely to be attracted by the heritage attributes of the 
site. They can therefore fulfill the requirement that scholars raised and contain the 
highest potential among the four segments to be classified as the heritage tourists of 
the site. This assertion is vindicated as they also placed relatively higher valuation on 
the pull motivation "natural and cultural resources at site" (4.0084 out of 6). This 
indicated that the natural and cultural resources of the site together with its 
uniqueness and preservation appeared to be important attractions to respondents of 
this segment. Being strongly influenced by the heritage resources of a site, novelty 
seekers could be the target population for future heritage tourism promotional 
initiatives as a means to achieve market enlargement. 
Beyond using visitors' motivation, from the management aspect, novelty 
seekers should be chosen as the target population for promotional initiatives as they 
can contribute to the preservation and conservation of the site if the need arises. As 
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indicated in by scholars, visitors who are strongly motivated by the “educational” 
factor are more likely to be classified as mindful visitors which usually exert good 
control over their behavior and this helps to minimize the impact on the local 
community and the local attributes (Langer and Piper, 1988; Moscardo, 1996). 
Therefore enlarging the market share of novelty seekers can facilitate the 
management of the site while also arousing business opportunities for the local 
community. This approach is in tandem to the concept of sustainable tourism. 
The relatively small membership allocated to novelty seekers (cluster IV) 
implies that most of the visitors of Tai O did not place learning as the most important 
motive, yet this does not imply that learning is an unimportant motivation for 
heritage tourists of Tai O. As can be seen for the gazers, although their valuation for 
education and knowledge was not as high as the novelty seekers, the mean score 
given was also high (4.6042 out of 6). This indicated that beyond novelty seekers 
who places extraordinarily high valuation on the motive "education and knowledge", 
there are still respondents from other segments viewing learning as an important 
motive of the travel though it might not be the single most important push factor. 
This result is not discouraging as in other alternative tourism studies which also took 
a similar stand; Frochot (2005) reported the proportion of visitors who aimed at 
getting into the rural dimension as capturing only 13% of the whole market. This 
means that visitors with special interest also appeared to be of small portion 
(Prentice, 2005), while in general visitors are general tourists at a heritage site. 
Furthermore, this study also revealed that though this potential segment, novelty 
seekers only represents a small proportion of the whole market, it still captured the 
second largest membership following gazers (cluster III), thus the potential for 
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heritage tourism development is present. 
Furthermore, as revealed, a large portion of foreigners (46.27%) were novelty 
seekers, while small proportion of domestic visitors (10.88%) were similarly 
classified as novelty seekers, implying that the potential market is relatively 
underdeveloped in the domestic aspect. This could be traced back to the relatively 
recent introduction of the concept of alternative tourism, while a relatively long time 
development had taken place in other places particularly the Western Nations. Thus, 
with the increasing effort in promoting alternative tourism in Hong Kong, the market 
segment of heritage tourists will increase in the near future. 
The gazers captured the largest market proportion (71.47%) are multi-
purpose seekers. They also have the potential of becoming heritage tourists as well, 
as they also gave high valuation for the push motivation “education and knowledge". 
Although the ranking for “education and knowledge" motivation placed third among 
the four motivation factors with a score of 4.6042, this was still comparatively much 
higher than that of cluster I and cluster II which only scored 2.7839 and 2.9651 
respectively. Furthermore, gazers placed the highest mean score on the "natural and 
cultural attributes" of the destination (as seen in Table 5.13), implying that among 
the four segments, the local attributes appeared to be the most influential pull 
motivation factors to the gazers. At present, these visitors placed the highest 
valuation on seeking “social function and activities" (as seen in Table 5.6), thus 
regarded as mixed goal visitors who are less likely to be mindful visitors (Langer 
and Piper, 1988). With a relatively keen interest on learning and interest in the local 
attributes they have the potential to become heritage tourists if some promotional 
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program is presented to arouse their awareness and understanding towards heritage 
tourism. 
The health seekers are not the target population for the promotional 
initiatives. Visitors being classified into this segment mainly view the trip as a 
chance for enhancing their health condition, thus, as gave relatively higher score to 
the pull items “fresh air" (5.16) and “tranquility，，(5.21) (as seen in Table 5.2). The 
score given to these two pull motivation items were higher than the other three 
market segments. While at the same time, respondents of this market segment were 
not much motivated by the pull motivation of “education and knowledge", and thus a 
low mean score was given to this factor (2.9651) (as seen in Table 5.6). 
Correspondingly, they also place low importance on the pull factor "natural and 
cultural resources of the site" (as seen in Table 5.13). Without specific interest on the 
heritage attributes and the willingness to learn through travel, respondents from this 
segment should not be classified as potential heritage tourists. This segment is 
therefore not important for future market expansion initiatives. 
The undefined group is not a potential segment for a heritage tourism 
destination. The low mean rank given to each of the factors expressed the notion that 
this group of visitors was not motivated by any of the push and pull factors. In fact it 
was obvious that the group did not possess much potential to become special interest 
visitors in the field of heritage tourism in the future. Thus future promotional 
imitative should not aim at targeting this group. 
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In general the presence of the four clusters, with cluster III，the gazers being 
the largest market segment capturing 71.47% of the total market (as seen in Figure 
5.1) and with the presence of visitors visiting the site without any specific motivation, 
it can be concluded that the majority of the visitors do not perceive Tai O as a 
heritage tourism destination. It is obvious that most visitors simply regard Tai O as a 
multi-purpose destination while visiting the heritage of the site is not the sole and the 
most important motivation. In order to bring heritage tourism development onto the 
site, clear identification of position is recommended. Obviously, the potential market 
for heritage tourism development exists, yet, there is a long way to go before the site 
could be upgraded into a real heritage tourism destination as the present heritage 
market appears to be small, capturing only about 14.27% of the total market. 
8.3 Enhancing the potential market 
8.3.1 Provision of educational experience 
As mentioned in the above section, novelty seekers was identified as the 
target population for market enlargement, there is a need to provide a more 
educational experience in order to capture this market segment. Since novelty 
seekers gave highest valuation on the learning objective, the Tai O community 
should try to enrich the destination with educational value in order to meet the needs 
of this particular segment. Furthermore, as heritage tourism is categorized as a kind 
of special interest tourism (Morgan and Pritchard, 1999; Douglas et al, 2001) which 
stresses importance of "experiencing a place" (Tourism Association of America, 
2003), provision of value added and experiential experience could allow visitors to 
further cultivate their interest in heritage. In addition, the gazers also placed high 
valuation on the "learning motive", such a move can also enhance the pulling force 
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of the site exerted on the gazers. With the utilization of the local attributes and 
attractions, educational element can be incorporated through the provision of value 
added activities. 
8.3.1.1 Opening the stilt-houses for visitation 
The opening of the stilt-houses for visitation could provide value added 
experience for visitors. The reason is due to the fact that, the majority of respondents 
(74%) (as seen in Figure 5.4) are well informed of the presence of stilt-houses at Tai 
O, yet, they can only view the external structure of the building with no access to the 
internal part for the time being. It will provide better and deep rooted experience for 
those who want to learn more about the life style of the native Tai O residents. 
Meanwhile it is educational if they were shown around the interior construction as 
the structure of stilt-houses is unique in Hong Kong, thus it contains high 
architectural value (Hon, 2001). This can contribute to the enlargement of the 
potential market as this can help to attract more heritage tourists by providing a more 
educational experience. Beyond enlarging the segment of novelty seekers, the 
opening of the stilt-houses to the visitors provides a great opportunity for the 
provision of more interactive and dynamic presentation. This is very important as 
this can produce mindful visitors who usually have a higher satisfaction level, better 
code of conduct and greater motivation to leam (Moscardo, 1996). Tai O residents 
could take up the role of guides or interpreters at the stilt-houses and provide the 
visitors with orientation, and answer questions raised by visitors (Moscardo, 1996). 
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8.3.1.2 Stilt-houses for accommodation 
Beyond allowing visitors to visit the internal structure of the stilt-houses, it is 
also recommended that several stilt-houses could be opened for visitors' 
accommodation as this tends to provide the most exotic experience for visitors. 
Other studies had pointed out that, more than 50% of the visitors to Tai O could 
consider staying overnight if accommodation is available (Hong Kong Planning 
Department, 2001). Instead of providing hostel and holiday camp accommodation as 
suggested in the study of revitalization of Tai O and its consultation report (Hong 
Kong Planning Department, 2001), a better alternative is to allow visitors to rent the 
stilt-houses. The provision of hostel built on modem structure could add to possess 
negative impact on the image and the authenticity of Tai O as an exotic fishing 
destination. Furthermore, as hostel provision is present in Penny's Bay and Tung 
Chung (Hong Kong Planning Department, 2001b). Provision of such services in Tai 
O would lead to the duplication of resources and will also blur the uniqueness of Tai 
O as the historical fishing village. The provision of accommodation is in fact a type 
of experiential travel, which aims to allow visitors to feel rather than just being 
shown the asset, and thus maximizing visitors' participation (FERMATA, 2006). 
Thereby visitors' learning capacity, satisfaction and memory could be maximized 
(Moscardo, 1996), and this fits the principle of heritage tourism. 
However the notion of shifting domestic stilt-houses into accommodations is 
subjected to further study as such move is not allowed in the present legislature. The 
detail of how government policy hinders alternative use of the assets is to be 
discussed in the last section of the chapter. Furthermore the lack of sewage system, 
to reduce its environmental impact to the community, better sewage facilities should 
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be implemented. On the other hand, in order to adopt the stilt-houses for commercial 
use, modifications need to be made in order to ensure the building structure could 
comply with the “code of practice for Minimum Fire Service Installations and 
Equipment" (Hong Kong Planning Department, 2001). Yet, the installation of 
sewage system and other equipments involves much technical consideration and it is 
beyond the scope of the presence study. 
However, the transformation of the traditional stilt-houses into Malaysian-
style resort recommended in the study of revitalization of Tai O is not recommended 
(Hong Kong Planning Department, 2001b). Such construction would weaken the 
linkage between the attribute and the historical practice and thus, the level of 
authenticity will also decline making its role as an educational resource to diminish. 
Thus the expansion the novelty seekers segment would be brought to a halt. Such a 
resort building is aimed at providing a relaxed accommodation for those who are 
seeking for vacation at the site. This could arouse the expansion of the gazers 
segment who placed “relaxation，,，“active participation in activities" and "social 
function" as the most important pushing force, without arousing much interest in 
learning. As multi-purpose seekers, they might act as mindless visitors who are 
likely to pose further pressure on the site management (Moscardo, 1996). Therefore, 
such a move is likely to bring in much more mass tourism activities which will place 
more challenges on the management, preservation and conservation issues. However, 
it should be noted that the original structure of the stilt-structures was not designated 
for tourist usage, so to put this in to effect requires assistance from different parties 
and the details will be discussed in the later section of this chapter. 
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8.3.1.3 Resumption of hand-pulled ferry services to enhance unique experience 
Haung Sui Du, the hand-pulled ferry would be reintroduced to allow visitors 
to experience the traditional living style Tai O residents. As revealed in Chapter 6 
the hand-pulled ferry was once used by the local residents in everyday life in order to 
cross the river that divides Tai O. It is an indication of how the local community's 
daily life was shaped by the physical environment, thus, the hand-pulled ferry is 
actually a heritage product inherited from the past generations. The matrix revealed 
the asset has moderate to high market appeal, and it requires promotional effort so as 
to be upgraded for core tourism activities. The resumption of the ferry service can 
achieve this goal as it can allow visitors to experience the original daily practice of 
the local community and this can contribute to the provision of a more 
comprehensive picture of the community's history and also its transition. Figure 8.1 
shows the location which the hand-pulled ferry service could be reintroduced. The 
interactive experience can also consolidate visitors' memory. However due to the 
profitability concern, local community expressed limited support towards this 
suggestion. 
Figure 8.1 Location for the reintroduction of hand-pulled ferry service 
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8.3.1.4 Learning traditional cultural and practices 
With more than 300 years of history, Tai O being a resourceful fishing village 
in the past is rich in traditional culture and practices. If they are to be utilized for 
tourism activities, they are likely to attract more novelty seekers visiting the 
destination. Visitors could be given a chance to witness or even participate in the 
production process of local products. Salt fish and dried egg yolk production could 
be introduced at the stilt-houses, while the shrimp paste factory can similarly allow 
the demonstration of shrimp paste and shrimp cake production. Ahead of providing 
extra attraction to special interest visitors, these suggestions also go in line with the 
finding from the matrix (as seen in section 6.3) and the perception and willingness of 
the local community to participate (as seen in section 7.4). On the other hand, 
Chapter 6 also identified that the religious assets of the destination could also be 
utilized to give visitors better understanding of Tai O's past history. As pointed out in 
the tourism potential assessment, a number of temples, including Tin Hau Temple at 
San Tsuen, Hung Shing Temple, and the Yeung Hau Temple still perform certain 
ceremonies during specific festivals, including the performance of the Chinese opera. 
Informing the novelty seekers of these special events could enhance the 
attractiveness of the destination. In addition, based on the matrix evaluation an 
imitated “cheung fa pao" activities could also be reintroduced and invite visitor to 
participate at the To Tei Fuk Tak palace, as this could give the visitors specific 
experience and experiential travel. 
8.3.1.5 Establishing eco and religious trails 
The organization of natural and cultural trails had been advocated as it helps 
to join scattered resources into a link (Conservatory Association, 2003). This in turn 
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will highlight the attractiveness of the natural and religious resources of Tai O, and 
thus arouse the interest of special interest tourists. The establishment of eco trail 
(Figure 8.2) could embrace the general rock, natural mangrove and the watching of 
Chinese White Dolphin. All these resources are allocated to C2 square on the matrix 
(as seen in Chapter 6). The trail could then entice the novelty seekers' attention by 
offering the opportunity for collective consumption (as seen in section 6.3). On the 
other hand, religious trail could be set up to link up the temples of Tai O, as visiting 
temples with different historical background collectively allow visitors to have better 
understanding of the religious activities of the fishing community. Beyond the Yeung 
Hau Temple, other temples of moderate robusticity and appeal could be joined up, 
including the Hung Shing Temple and the Tin Hau Temple at San Tsuan (Figure 8.2). 
This marketing strategy echoes the bundling needs as revealed in the market appeal-
robusticity matrix (as seen in section 6.3). Though some of the resources within the 
bundles are of low to moderate robusticity, highlighting their linkage to the past of 
the destination can raise the visitors' awareness of preserving these attributes. This 












































































































































































































8.3.1.6 Better interpretative resources 
To enhance the educational component of the tour, it is recommended that the 
strengthening of on-site interpretative resources should be implemented. 
Interpretative programs, services and material is not only a means to enlarge the 
novelty seekers group, it also facilitates the success of a heritage destination in long 
term (Veverka et al, 2006). This is because with interpretation, attributes could 
then be highlighted as ‘‘unique resources" which will then increase the returning 
rate, number of visitation as well as visitors care on the attributes (Veverka et al, 
2006). However in the market appeal- robusticity matrix, it was revealed that 
except the museums, other assets lack on-site interpretative facilities. This is 
especially obvious as visitors at the temples often found themselves heavily relying 
on the tablets and the brief information on the pamphlets for the interpretation of 
historic monuments and cultural relics of the asset. However, presented in an old 
style of writing, visitors could find it hard to understand the background through 
examining the tablets. Furthermore, this study revealed that there is only around 6% 
of visitors who visit the sites by joining the tour operators. Without adequate 
interpretative material, visitors' understanding over the assets is restricted (Rumble, 
1989; Prentice, 1993). 
On-site interpretation could enhance visitors' knowledge of a site, which will 
likely bring about higher motivation to leam and preserve the assets (Lane, 1991; 
Moscardo, 1996). Furthermore, detailed information on the background and also 
the significance of the assets is likely to arouse the interest and the attention of 
those who places high priority of learning, thereby enlarging the novelty seekers' 
market share. Thereby improving the setting factors (Moscardo, 1996), by allowing 
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interaction with interpretative staff (Horn, 1980; Hall and McArther, 1993a; 
Moscardo，1996) and provision of interpretative setting (Alt, 1980; Moscardo, 1996) 
could then fit the need of the novelty seekers. The preparation of interpretative 
panels or pamphlets could be provided by the local community with assistance 
from the local NGOs. 
On the other hand, the provision of interpretative staff and tour guides is 
highly recommended and the implementation should also maximize local 
involvement. There are different forms of local participation (Mann, 2004), which 
could be beneficial to the local community, for instance, the tours could be run by 
commercial tour operators while profit could be shared with the local community 
based on their agreements; The second form of participation is in form of 
collaboration, where the commercial agent can act as the marketing agent and be 
responsible for the provision and organization of the tours, while the guided tours are 
presented by the local team. The third method is that the provision of tours exclude 
the participation of external parties and income earned are solely distributed among 
the local suppliers. 
At present, there are around 6% of the visitors joining local commercial tour 
operators or local social organizations. The guided tours were solely provided by the 
travel agent, thus local community cannot take part in the profit sharing process. 
This minimizes the gaining ability of the local community. For individual travelers, 
they can join the tours organized by the local community freely. To enhance the well 
being of the local community, it is suggested that collaborations could be arranged 
between the commercial operators and also the local residents, so that visitors 
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visiting the site in form of tour groups can join the tours organized by the local 
community, while at the same time, the marketing issue could be left to the 
commercial agent or the NGOs, and profit could then be shared among the parties. 
To this end, the local community is recommended to discuss with the tour agents on 
the mode of cooperation that could bring about a win-win situation. The discussion 
process can engage the local NGOs which can assist the local community to seek for 
a reasonable share. 
8.3.2 Promotional channel for the novelty seekers 
In order to inform the novelty seekers of the heritage resources at the 
destination, the right channel should be chosen. As revealed in Chapter 5, the novelty 
seekers was the segment capturing the greatest proportion of students and foreign 
tourists. To effectively promote the site to the target population, cooperation with the 
Education Department is essential. As the department had identified the potential of 
the sites to become a natural and humanism education base (Environmental 
Department, 1999), it can therefore take the initiative to explore packages for case 
studies or field trips. This could not only enlarge the preferred market segment, but 
also introduce students to outdoor classroom. On the other hand, to inform foreigners 
about the resources of Tai O, detailed information could be generated by the Hong 
Kong Tourism Association and the relevant pamphlets could be distributed at the 
museums of Tai O, and also the airport. Relevant information could also be uploaded 
onto the web site for easy access. 
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8.3.3 Education 
As the novelty seekers are the segment containing the largest percentage of 
students, this revealed that education could be an important factor influencing the 
size of the target market segment. In recent years, the new syllabus for primary and 
also secondary school students incorporate the concept of alternative tourism and the 
importance of heritage. If this trend continues, constant growth of novelty seekers 
will hopefully be the result. Besides, to achieve on-site information could also arouse 
the learning motivation of the gazers. At present, the pamphlets present in Tai O 
simply describe the attributes of site. The promotional material could provide brief 
introduction of the elements of heritage tourism, i.e. arouse collective memory, 
respect and involve the local community, preserve and conserve the assets, and 
promote the need for tourism management to minimize impact. The pamphlets could 
also provide quizzes, treasure hunt activities (provide visitors with hints of different 
attribute which can motivate visitors to find out the answers after personal 
exploration of the attributes). This type of cognitive orientation (Bitgood, 1989; 
Gennare, 1981; Lehamn and Lehman, 1984) can assist the transformation of gazers 
into mindful novelty seekers. 
8.3.4 Mass media 
As revealed in Chapter 5, 85 % of visitors gained the information of Tai O 
from newspapers. Newspapers could also be used as a means to upgrade the site into 
a destination for sustainable heritage tourism destination. To achieve this, it is 
recommended that the article should incorporate the elements of heritage tourism, 
including its concept, the aim and its element. Furthermore, the history of the sites 
attributes and the destination could also be integrated. This enhances the visitors' 
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understanding of heritage tourism making them to look at Tai O from a sustainable 
heritage tourism perspective. This would assist the gazers to become heritage tourists, 
as these promotional materials could arouse the gazers' awareness of heritage 
tourism and further strengthen their motivation for “learning”. In this way, the code 
of conduct could also be calculated, and thus, the challenges arisen from the 
management aspect would also be minimized. Furthermore, a more comprehensive 
introduction of the destination resources should be incurred to reduce overcrowding 
at the center area. 
8.3.5 Memory enhancement 
Beyond using the traditional way of promotion, the use of "word of mouth" 
was proved to be an important source of promotional initiative in different literature 
(Chon et al, 2003). The data in the survey reveal "Word of Mouth" as an effective 
tool for promotion as it indicated that both "past experience" and "other's 
recommendation" are both important sources of information for Tai O's visitors (as 
seen in Figure 5.6). This underlines the fact that the quality of the first visit is 
important, as a high level of satisfaction will lead to both revisit and positive 
comments related to Tai O given to friends and relatives. Thus one of the most 
effective ways to promote the site is through enhancing visitor experience and 
retaining visitors' memory after the trip. As literature had revealed that the best way 
to retain visitors' memory is to allow them to bring “something” back home, for 
example some leaflets, souvenirs and post cards could help to refresh their memory 
from time to time. At present, the most popular souvenir is the dried seafood, but this 
may not provide long term memory enhancement. Therefore it is suggested that, the 
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community can joint efforts in the provision of durable light souvenirs including 
leaflets, postcards and also photos so as to remind them of their travel experience 
from time to time. 
8.4 Image of the destination 
Image building is an important process for the marketing initiatives. Images 
helps destination to distinct itself from the other destinations and thus impose 
influence over visitors' choice of location (Baloglu and Brinberg, 1997). The image 
of a destination should be a combination of beliefs, ideas and impression over a 
place (Crompton, 1979; Kotle, et al, 1993). 
8.4.1 Image and satisfaction 
Recently, Tai O had been promoted as the “Venice of the East", however is 
this image beneficial for the future heritage tourism development of Tai O? The 
differences in satisfaction level on the natural and cultural resources in Tai O 
revealed implication on the image building process of Tai O. Recently, the image 
projected by the Hong Kong Tourism Board was mainly a cultural resources base, 
while the natural resources are not given much attention in the promotional theme. 
There is little support for such move. Firstly, the average level of satisfaction for 
cultural attributes (3.88) when compared lower to the natural attributes (4.06) was 
significantly lower as revealed in the ANOVA test (as seen in Table 5.10). The lower 
mean gained by the cultural resources could be caused by the over estimation of the 
visitors' expectation. This might be due to the heavy emphasis placed on the cultural 
attributes e.g. the stilt-houses, creating high expectations, while the actual cultural 
attributes fail to fulfill visitors' expectation. At the same time, the visitors may not be 
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aware of the natural resources in Tai O before their arrival as the natural attributes 
had not been heavily promoted. Thus, visitors might view them as bonus when they 
come across them during their tour. This result corresponds to the data reviewing 
visitors' knowledge over the site's attributes. While the majority of the respondents 
knew about the presence of stilt-houses and fishing activities in the area, only a very 
small portion were aware of the mangroves. It can thus be explained that the higher 
perception lead to higher expectation and if the expectation is not met, the level of 
satisfaction would be negatively affected. 
Yet is it appropriate to promote the theme of the destination as the "Venice of 
the East" is questionable. This issue had also been raised by Hong Kong scholar 
(Leung, 2004) who claimed such image cannot present Tai O comprehensively. This 
study revealed such promotional initiative could be problematic. This is because 
though there is a large proportion of visitor, 31.8% (Chapter 5), claimed that they 
perceived Tai O as the Venice of the East, a number of visitors complained that the 
site fails to meet such a claim and expressed their disappointment after the visitation. 
Furthermore, the relatively lower grade gained by the cultural resources of the site 
also revealed that the cultural resources cannot live up to visitors' expectations. Thus, 
it might not be wise to promote Tai O as the “Venice of the East" as this further 
stresses the cultural resources, and might then lead to greater degree of 
disappointment. Also, Venice was developed as an international trading center for 
centuries (Guides, 2006), is this image comparable to the rural characteristics of a 
fishing village in Hong Kong? Furthermore, Venice is also a popular destination for 
mass tourism it is not compatible with Tai 0 ' image as an alternative tourism 
destination. In this way the simplicity and raw characteristics of Tai O would 
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definitely be blurred. Thus it is recommended that the theme “Venice of the East” 
should not be use as the focus of future promotional initiatives. 
8.4.2 Appropriate image positioning 
Instead of promoting the area as the “Venice of the East", Tai O could be 
promoted as an historical fishing village which can be of high educational value. 
This positioning could be beneficial to the development of heritage tourism in Tai O 
in four aspects. 
First of all, emphasizing Tai O as an original fishing village will highlight the 
historical value of the site. As Hong Kong in general originated from a fishing 
village before its industrial activities took off in the last century, sharing the same 
historical background, Tai O's historical identity could reveal the forgotten past of 
Hong Kong and contribute to the collective memory of the past. This will appear to 
be attractive for both local and foreign visitors. Furthermore, as the aim was to 
enhance and promote the site into a heritage tourism destination, such positioning by 
revealing the historical value of the site also promotes the educational value of Tai O. 
As mentioned in the above section, the target segment is the novelty seekers who 
placed high priority on learning (as seen in Table 5.6), unraveling the educational 
value of Tai O could help to expand the market segment and strengthen the site's 
function as heritage tourism spot. 
Secondly, the image of fishing village can contribute to the integrity of the 
site. As the image of fishing village does not give an impression that the site is 
overwhelmingly rich with cultural resources, rather it hinted to the visitors that the 
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site also contains valuable natural resources. This helps to create a more 
comprehensive image for Tai O and is beneficial for enhancing the integrity of the 
site by emphasizing the presence of both natural and cultural resources. 
Thirdly, the term “Fishing Village" fits the market demand. This term allows 
the visitors to link the tranquility and the presence of a relaxed and unhurried 
environment of the site. This can further strengthen the image that the site is 
different from the urban setting in Hong Kong and appeared to be an “unpolluted 
paradise’，(Reiber, 1996, pp. 208). This is exactly what the majority of the visitors 
are looking for. As indicated in Table 5.2, among the 12 push motivation items, 
"escape from daily routine" and "relaxation" gained the highest scores of 4.93 and 
4.90 respectively, while, the desire for tranquility also captured the fifth place with 
the score of 4.61. Furthermore, among the 15 pull motivation items, "tranquility" of 
the destination also scored 4.18 and gained the fourth place (as seen in Table 5.2). In 
the meantime, the earlier part of this chapter had indicated that the largest market 
segment is the gazers which is now capturing 71.47% of the market share possessing 
the potential to be developed into the heritage tourism sites. This implies that if the 
image for promotion fulfills this segment's need, the enlargement of market is 
foreseeable. According to Table 5.6, gazers placed highest valuation on the push 
motivation factor "relaxation and social function" comparing with the other three 
segments. The projection of Tai O as the historical fishing village can exert strong 
motivational force on the gazers for such image coincides with the gazers' needs. In 
general the data revealed the majority of the visitors are motivated by "tranquility" 
and "relaxed environment", and if these elements are incorporated into the image 
positioning of Tai O, the enlargement of the potential market could then be achieved. 
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The image to be generated should also picture Tai O as a resourceful 
destination for education. The education value of the resources in Tai O had been 
highlighted in the tourism potential assessment in Chapter 6. As the ultimate goal 
was to promote Tai O into a viable heritage tourism destination, to strengthen its 
character as the valuable destination for special interest tourists, the educational 
value of the natural and cultural resources of the site should be highlighted. This 
could be achieved by placing more emphasis on the educational elements that the 
site attribute contains. For example, transformation of Tai O, museum which was set 
up by the local community and the presence of the Tai O Cultural workshop and also 
the presence of the marshland could all be utilized in the promotional material as a 
means to reveal the sites educational components. 
Furthermore, the proposed activities which aimed at providing visitors with 
an experiential tour should be mentioned. The utilization of the above resources is 
beneficial in arousing visitors' awareness over the site's attributes. As mentioned in 
the Chapter 5, visitors are not clear of experiences the destination could provide 
before their arrival. The data also revealed that less than 20% of the visitors are 
aware of four or more attributes in Tai O. Furthermore, only 8% of the respondents 
stated that they were informed of the presence of the Tai O cultural workshop before 
the tours, while around 18% of the visitors knew about the presence of the mangrove. 
This implied that utilizing the above attributes and integrating them into the image 
projection could not only help the formulation of a clear image for Tai O, but it also 
allows the visitors to be better informed of the destination's resources. 
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Putting more effort on consolidating the image of Tai O is fruitful for the 
promotion of Tai O. As for destination which have limited promotional budget, e.g. 
the community initiated themes, dependence on image building, recommendation of 
previous visitors, and product improvement provide them with a way out (Gartnner, 
1993). 
8.5 Integrating management and marketing initiatives 
8.5.1 Managing the visitor flow and time of visit 
As in other cases (Garrod and Fyall, 2000), overcrowding at the main streets 
is observed during the public holidays by the researchers. Local community also 
revealed the negative impacts including, noise pollution and littering occurring at the 
core center of Tai O (Chapter 7). Therefore, diverting visitors to the less well known 
assets at the periphery is recommended. This could be achieved by implementing 
the principle of diversion (Page, 1992) through providing visitors with information 
on the "peripheral Assets" (Russo, 2002) or simply the introduction of less popular 
zones (Hall and McArthur, 1993). There are few assets capable of facilitating the 
diversion of visitors (section 6.3). Five attributes located in C2 square, the general 
rock, mangrove, Chinese White Dolphins, the disused salt pan as well as the shrimp 
paste factory can serve this purpose. Two assets from C1 square, Tin Hau Temple at 
San Tsuen and the old police station can simply be used. All the above attributes 
were found to have moderate to high robusticity and market appeal, and most 
importantly, they are not located at the crowded center of Tai O. There attractiveness, 
together with the ability to withstand visitation allow them to perform the dispersal 
function. Furthermore, regarding the stilt-houses, as they were identified at three 
major locations of Tai O (as seen in Figure 6.1), the information of their locations 
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should be well publicized to avoid over concentration at any particular site. 
If information boards can be put up, brochures could devote more effort on 
promoting these peripheral attributes and potential visitors' level of awareness over 
the supply of the site could then be enhanced. Visiting the peripheral attributes is 
particularly beneficial and the visitors may need to walk for about 20 minutes before 
reaching some of these assets. This dispersing effect therefore can effectively lessen 
the problem of over concentration over the main streets. This is important as over-
crowding can cause degradation in both visitation experience and the level of 
satisfaction. In addition, the image of the destination could be severely damaged, 
thus affecting the development of the site. 
On the other hand, visitors' flow concentrates on the weekends. As observed, 
there are less than 80 visitors during week days (the observation was made in 
October, which is the beginning of autumn, the most preferred season of visiting the 
site). Yet during the weekend, the main streets are crowded with people. To even out 
the visitor flow between weekday and weekend, price mechanism can be imposed as 
the tourism service has inelastic demand (Powes and Willis, 1996; Fyall and Garrod, 
1998; Moscardo, 2000; Prentice, 1989b). This is well reflected in this study (in 
Chapter 5), as transport cost is the least valued pull factor. 
Furthermore, seasonal variation is also obvious. In addition to the field 
observation, the majority of the respondents revealed that the ideal season for 
visiting Tai O is autumn and spring (Chapter 5). Thus, it is predictable that the public 
holidays from March till June are the busiest days. To reduce the fluctuation, it is 
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recommended that ceremonies on special festivals could be highlighted in the 
promotional material. 
8.5.2 Selective promotional strategy and visitors' code of conduct 
Selective promotional strategy should be implemented as a means to assist 
the preservation of Tai O's resources. As mentioned in the first section of this chapter, 
novelty seekers are more likely to be mindful visitors, which are more likely to 
express stronger willingness on conservation (Moscardo, 1996). With better code of 
conduct, novelty seekers could be introduced to assets with low to moderate 
robusticity. Therefore, they could be introduced to assets which have been allocated 
to Al, A2, CI, C2 and also D1 squares (as seen in Figure 6.23). On the other hand, 
the gazers who are visiting the destination without specific purposes are generally 
considered as mindless visitors. With relatively lower awareness towards 
conservation issues, they should be introduced to sites with moderate to high 
robusticity. These include all assets in Al, A2 and CI square, and five attributes in 
C2 square (as seen in Figure 6.23). 
To ensure the resources at the destination are well preserved, cooperation 
from the visitors is of high priority. Apart from attracting novelty seekers to the site 
and the implementation of selective promotional themes, visitors' code of behavior 
could be reminded. At present, except the museum and the Cultural Workshop, signs 
of reminder are not obvious. Furthermore, the promotional materials contain no 
content on reminding visitors to minimize their impact on the local community as 
well as the attributes. Although, the local community revealed low level of 
disturbance has been brought by tourism activity (section 7.2)，to ensure its 
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sustainable growth reminders should be included in the pamphlets for distribution or 
tour guides and interpreters should take up the responsibility to remind visitors to 
respect the local community as well as their resources and culture. 
Monitoring should also be strengthened. This is because the matrix 
assessment (section 6.3) revealed a number of assets are left unattended. This is a 
more significant problem for the temples, as beyond the Yeung Hau Temple and 
Lung Ngam Monastery, other temples do not have any shrine priest to monitor 
visitors behavior due to lack of fund. To maximize preservative initiative, it is 
suggested that these small scaled temples could employ one or two shrine priests 
jointly who can simply patrol the temples to offer moderate monitoring. 
8.6 Equip the local community's readiness for participation 
As a type of sustainable tourism, heritage tourism requires the involvement 
of the local community. In practice the incorporation of the community's voice (Hall, 
1996) enhances local control of the development process (Pearce, 1992; Ife, 1996). 
To achieve this, particular measures need to be implemented to ensure local 
participations. 
8.6.1 Arouse the local concern towards management and sustainable tourism 
To facilitate high rate of local participation in the planning and management 
processes of heritage tourism development, the locals have to have the capacity to 
participate (Ellie, 2006). Though the top priority of the development of community 
tourism is not on local empowerment (Blackstone, 2005), empowering the locals by 
introducing the concept and the principle of heritage tourism and sustainable tourism 
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could facilitate the development of the site as a heritage tourism destination. 
In section 7.4, it was revealed that though the local communities are in 
general aware of the tourism growth at the destination, they have very poor 
knowledge on the concept of heritage tourism. Owing to the low level of awareness 
of the Tai O residents, the respondents in general expressed reluctance to cooperate 
with the local non-government organizations (NGOS) or to incorporate visitor 
management strategy to reduce overcrowding at site (as mentioned in section 7.4). 
This reflected that most residents only consider mass tourism as the direction of 
development. This in turn presents obstacles in implementing sustainable tourism 
initiatives and thus increases the likelihood of changing Tai O into an unsustainable 
mass tourism destination (Weaver, 2000). 
In order to strengthen the local community's understanding towards the 
concept of heritage tourism and its sustainability elements, Tai O's residents should 
be informed of the necessary issues related to heritage tourism. Due to the fact that 
the members of the Rural Community lack information in this aspect, government 
and NGOs could take the initiatives to inform the community of the elements of 
heritage tourism and also the benefit that it could bring. This could be achieved by 
organizing information sharing sessions and round table talks. This type of 
empowerment is needed not only in Tai O, but also in other destinations which aim 
at developing heritage tourism. 
Furthermore, the way to present the idea of heritage tourism requires 
attention. As the community members are now aging, and most of the elderly are 
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illiterate (Wong, 2000), academic and theoretical approach should be avoided. 
Rather a more direct and interactive mode is recommended. On the other hand, as 
indicated in the previous chapters, the locals have strong preference towards 
economical benefits. To enhance their acceptance and commitment, long term 
economic benefits rather than simply focusing on how heritage tourism facilitates 
conservation should be emphasized. 
Their misconception towards the natural mangrove (as mentioned in section 
7.4) should also be rectified in order that the local residents have a better 
understanding towards the ecological importance of the mangrove. On the other 
hand, mangrove's contribution to flood control and the ambience of the destination 
should highlighted (Wong, 2000). This could then reduce the reluctance of the 
residents to preserve or to introduce the natural mangrove as a means to widen the 
product base. To achieve this requires the co-operation of the NGOs and the 
government. 
8.6.2 Equip local community for direct participation 
After introducing the concept of heritage tourism, the next step is to equip the 
local community for direct participation. Based on the assessment of tourism 
potential (Chapter 6), quite a number of sites were located in C2 square while the 
lack of explanatory panels are common. The provision of tour guides, therefore, 
could be effective means to enhance the attributes' appeal. This notion was also 
supported by the local community as shown in the high level of support for this 
option in (section 7.4). The provision of tour guides and interpretative staffs can not 
only enhance the site's attractiveness but as proposed earlier, the market segment 
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for the novelty seekers could be enlarged. Furthermore, it also provides additional 
channels for local involvement. 
Based on Mann's (2000) categorization, there are three types of touring 
services that involves the local community, including (1) responsible tour, (2) 
partnership tour and (3) the community tour. All three types of participation require 
direct contact between the local community and the visitors to maximize 
authenticity and interactions. As the local community revealed, the lack of a trained 
pool of guides hinders the implementation of this suggestion. NGOs could provide 
training courses for interested party in Tai O. The training course should allow the 
participants to have a thorough understanding of history, culture and folklore 
related to the site attributes. The training should also aim at raising their 
presentation and interpretation skills. The local community should be taught to 
present the materials in interesting, engaging, enjoyable, informative and also 
entertaining manner (Uzzell, 1090, pp. 5). Although the community had expressed 
their willingness to participate in the training process, certificates should be granted 
to further increase the enrollment rate. These initiatives might require government 
to provide financial support. 
8.6.3 Equip the local community with a stable financial support 
In order to market the destination effectively, both promotional and 
management efforts are required. A stable source of fund is required especially when 
it comes to site maintenance and site hardening procedures. A stable source of fund 
to finance preservation effort is similarly beneficial for sustainable growth of Tai O 
tourism activities. This is because in section 6.3 it was revealed that most assets in 
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Tai O have moderate robusticity (assets located in C2 and A2), and are suggested to 
undergo site hardening in order to actualize the potential of the assets. For example, 
the temples are mainly financed by worshippers' donations and the Chinese Temple 
Association; the Tai O Cultural Workshop is supported by public donation and the 
selling of souvenirs; other privately owned assets, e.g. the stilt-houses, solely depend 
on private capital for maintenance. To maximize the authenticity, continuous 
maintenance requires stable supply of fund, the sources of fund should be widened. 
A heritage trust fund could be set up, which is either non-profit, funded by 
the government, or the Hong Kong Tourism Board. Such a fund will specialize in 
heritage conservation (Tourism Commission, 2005). To enhance local participation, 
the trust fund can be based on public-private partnership with government giving it a 
one-off grant and leave the role of management to the public (Conservancy 
Association, 2003). To enhance the efficiency of the trust, its scale of operation 
could be extended to include other heritage resources on other outlying islands. As 
suggested earlier by the Conservancy Association (2003), the advantage of 
establishing a heritage trust fund is that it can act as an effective tool for raising 
funds and the fund raised will allow the replacement of piecemeal management for 
each attributes leading to holistic management for the destination. 
Pricing principle could also be introduced as a means to ensure a consistent 
flow of capital for maintenance and conservation. As mentioned earlier in this 
chapter as a means to achieve better control over visitors flow at attributes of 
moderate to low robusticity (Robinson et al 1994; Fyall and Garrod, 1998), this 
proposal is two folded. Though this is not commonly adopted by heritage managers 
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as revealed by Fyall and Garrod (2000), the user pay principle could remind the 
visitors' of their responsibility to preserve the heritage that they are enjoying. The 
money could then be part of the local trust fund and will be distributed to the 
maintenance and management as required. This allocation method can prevent the 
less popular sites or the secondary attractions from receiving inadequate fund for site 
hardening processes, which in turn can lead to the decline in the sites' attractiveness. 
8.7 Governmental effort in widening the attributes' robusticity and appeal 
Heritage resources is a type of non-renewable resources giving the 
destination a unique form of setting (Laenen, 1999). To maintain the attractiveness of 
site, conservation effort is an important task. Beyond visitor management initiatives, 
enhancing the robusticity of the asset is an effective method to ensure the asset is 
well preserved (Mckercher and du Cros, 2002). The local effort in strengthening the 
assets' robusticity is not adequate, as a result supportive government policy is also 
beneficial. Especially, at a site having high proportion of elderly government 
initiative could assist the local community to achieve this goal. 
8.7.1 Technical support from government 
As suggested by the matrix assessment in section 6.3, a number of assets 
allocated to C2 square are of moderate robusticity. A few assets including To Tei Fuk 
Tak Palace, Old police station, buildings on Wing On Street, hand-pulled ferry were 
identified as needing to undergo site hardening effort as a means to increase the 
assets' ability to cope with increasing visitation. Site hardening and renovation are 
important concerns as in recent decades visitors are increasingly looking forward to 
a more authentic experience which can depend on the maintenance of the assets 
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(Timothy and Boyd, 2003). As revealed in Chapter 7, the local community has the 
intention to preserve the local attributes. However renovation effort could lead to 
irreversible modification on the buildings (Wong, 2001). A majority of the residents 
are elderly and probably insensitive to alternative tourism elements, such 
modifications of the assets can have negative outcome. The Antiquities section of the 
Architectural Services Department (ASD) of HKSAR, should take the initiative and 
provide local residents with professional information and advice preservation and 
maintenance at the destination (Wong, 2001). Furthermore, the Antiquities and 
Monuments Office should introduce the guidelines on the professional standards in 
the restoration and maintenance of historical buildings to the local community (Tung, 
1999). These efforts could give the locals a basic understanding on ways to preserve 
the attributes at Tai O so as to maintain the quality. Such renovation and preservation 
efforts could enhance the robusticity of site while retaining the original setting and 
ambience of the assets. 
8.7.2 Introducing a supportive government policy 
The stilt-houses in Tai O were categorized as squatter in 1982 
(Environmental Protection Department, 1999), meaning that they were identified as 
illegal building structures. This classification could deter the locals from putting 
financial effort in asset maintenance. Secondly, all residents living in the stilt-houses 
are required to apply for a "pang-pai" (stilt-house license), the duration of the "pai" 
only last for one year (Hung, 1998; Cheung, K.Z., personal communication, April 14, 
2006; Wong, W.K., personal communication, April 20, 2006). The pang-pai means 
that the government is granting a temporary land occupation to the tenants (Hung 
1998), and this could be withdrawn by non renewal. Without permanent right to 
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reside and the short duration of the license also minimize inhabitants incentive to 
preserve the stilt-houses. Therefore, if the site is to be developed into a heritage 
destination, a stable right to reside should be granted to the stilt-houses' owners. This 
could be achieved by issuing license with longer duration or classify the stilt-houses 
as a unique category rather than illegal building structure. 
If the above suggestions are implemented, the market share of the novelty 
seekers could be widened, while the local attributes and local community will also 
be more ready to accommodate visitation. This will assist Tai O to be developed into 
a sustainable tourism destination. 
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Chapter 9 Conclusion 
9.1 Summary of research findings 
Following from the conceptual framework of the study, the study was designed 
to study heritage tourism and the need for its promotion, management and marketing 
in Tai O. The conceptual framework upon which the study was carried out (Figure 
1.1) particularly concerned both the demand and supply. It identified trip 
characteristics, market appeal and general perception of both visitors and local 
community members. The results were integrated in a framework that articulated 
management and marketing initiatives (Figure 9.1). 
Travel Market 
Perceotion Motivation Satisfaction • Robusticity Perception Worries + Wishes 
pattern _ _ _ _ _ _ appeal | | _ _ _ _ _ | | _ _ ^ ； ； ^ | 
\ I I _ _ _ I \ _ / 
^ ^ Attribute's potential 
Market situation Community's attitude 
Integrated framework for management and marketing initiatives 
Enhance the Image Management Supportive Equipping the 
present market positioning through marketing government policy local community 
initiatives 
Figure 9.1 The framework of the study 
The integrated framework highlights the market situation of the resource 
potential and development option and also considered the local community's attitude. 
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Results of such a framework can be used to enhance the market, the image and 
support the government policy in empowering the local community. 
From the stated objectives of this study, it has achieved several aims. The first is 
it has revealed the market situation of Tai O through analyzing the motivations, 
perception and traveling pattern of the visitors. Second is it has assessed the heritage 
potential of the destination by taking the marketing potential and also the capacity of 
the site into consideration. Third has understood the local community's perception 
and worries. Based on the results generated, integrated initiative regarding the 
marketing and the management aspects were formulated as in Figure 9.1. The 
framework of this study also lays the foundation for future heritage tourism 
development research on other outlying islands in Hong Kong. 
Using push motivation as the segmentation criteria, factor analysis together 
with cluster analysis segmented the market into four market segments, including the 
novelty seekers, the undefined, the gazers and also the health seekers. The presence 
of novelty seeker illustrates the presence of market for heritage tourism development 
though its market share remains small (section 5.3). The gazers captured the largest 
market share and also possessed the potential of becoming heritage visitors as their 
valuation on education is high. Thus, the market potential of Tai O to be developed 
as heritage tourism site is identified. However, in general, the visitors to Tai O are 
not special interest tourists, as their knowledge on heritage tourism and also the site 
is low. The four segments are identified to be different in terms of push and pull 
motivations of visiting the site, socio-economic factors, as well as satisfaction and 
the activities that they can take. The novelty seekers segment mainly composes of 
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foreigners and students who are more likely to have higher satisfaction after the 
visitation. 
The demand side assessment identified the presence of the potential market. 
The supply analysis with the market-appeal robusticity matrix similarly identified 
the heritage tourism potential of Tai O. Among the 22 attributes assessed the 
resources located in D2 square and B2 square were identified to have low market 
appeal and low robusticity and thus should be reserved for uses alternative to tourism 
activities (Chapter 6). The majority of the resources however were identified to have 
moderate to high potential for heritage tourism development. Having six attributes in 
Al and A2 squares including the promenade, Yeung Hau Temple, Museums, the Tai 
O Cultural Workshop, stilt-houses and the Tanka wedding ceremony, are considered 
to have high market appeal and robusticity and are regarded as the primary attraction 
at the site. Other resources located in CI and C2 squares have moderate potential 
and will require effort on management and marketing to actualize their potential. A 
framework summarizing the essential effort to actualize the potential of these 
resources is generated based on the above findings (Figure 9.2). 























































































































































































































































































































































































































































































































































































































































































However among the grade C resources, some of them have comparatively 
higher potential to be developed into individual attractions, while others should 
better be develop as packaged bundles. The Tin Hau Temple at San Tsuen, the Old 
police station and those resources with relatively higher appeal in C2 square 
(Disused salt pan, Hung Shing Temple, Wing On Street, Hand-pulled ferry and the 
Shrimp paste factory) can stand alone to become popular attractions if activities and 
revitalizing are organized in line with the necessary visitor management processes. 
However the rest of the resources, namely, the General Rock, natural mangrove 
ecosystem, the Chinese White dolphins, the Kwan Tai temple and the To Tei Fuk Tak 
Palace lack adequate appeal to be developed alone and require to be packed as 
bundles which could highlight a theme for effective promotion. 
The local community which is influential to the development of tourism 
activities in any destination revealed their weak understanding on the concept of 
heritage tourism. Another important finding is that the local community does not 
view the present level of visitation as disturbing as they considered most visitors are 
well behaved. On the other hand, they highlighted their desire to gain more 
economic benefit by giving up some of their tranquility and their original lifestyle 
indicating that the community can accept changes. At present, the local community 
considers the benefit brought by tourism activities as much greater than the 
perceived disturbance. Furthermore, the local community revealed their enthusiasm 
to participate in the tourism activities in Tai O, and lamented the lack of a trained 
pool. 
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Based on the supply and demand assessments, integrated initiatives on the 
management and marketing of Tai O are suggested. Firstly, the potential market 
needs to be widened by the provision of experiential experience, highlighting the 
educational elements in promotional materials and memory enhancement efforts. On 
the other hand, education and the mass media could help to upgrade gazers into the 
novelty seekers, a desired population of heritage tourism. Secondly, marketing 
initiative need to pay attention on image positioning. The study discovers the 
promotional slogan “Venice of the East" overstates the resources, and thus 
"historical fishing village" is recommended as a means to give a more 
comprehensive picture of Tai O. Thirdly effort on managing the local resources is 
highly recommended. Highlighting attractions at the peripheral area and festivals of 
the destination can ease the problem of overcrowding. Furthermore, selective 
promotional strategy should be implemented to ensure that visitors are guided to the 
appropriate site. 
Finally, in order to maximize local participation, the local community should 
be empowered with the concept of heritage tourism and visitor management. In 
addition, the locals should be trained so that direct participation is allowed. As 
management requires input of capital, the setting up of a local trust fund for heritage 
management and the incorporation of pricing principle are beneficial for long term 
development, while government sponsorship is also recommended. Lastly, the 
successful preservation of local resources for heritage tourism development also 
requires supportive government policy. 
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In order to harness these resources and incorporate the various findings and 
responses, a responsibility framework (Figure 9.3) is suggested as a guideline for 
implementation. Such framework integrates efforts of the government, local, visitors, 
etc. 


















































































































































































































































































































































































































































































































































































































































































































































































In conclusion, Tai O has the potential to be developed into a heritage tourism 
destination. However, effort is required to enlarge the market segment, enhance the 
robusticity of the assets and also the capacity of the locals to participate in the 
process. All these require ongoing involvement and cooperation of all stakeholders, 
the visitors, local community, the government and the tourism operators. 
9.2 Limitations 
Although this study aimed at identifying the promotion and also management 
strategy in a holistic approach by assessing the market situation, the site's tourism 
potential and local community's perception, the study is not without limitations. By 
examining the limitations, alongside with the findings generated, directions for 
further research can be generated. 
Firstly, the sample size of the study is limited to 718 due to resource restriction. 
This together with the limited number of experience the local-scale destination could 
restrict the ability of the canonical correlation analysis to form meaningful market 
segments. To form meaningful market segments by utilizing correlated vairates, the 
sample size should be extended. Furthermore, the small sample size collected 
hinders the study to analyze the significant differences in visitors' behavior based on 
visitor nationality etc. This is because the number of foreign respondents and 
mainland respondents are not enough to yield significant results. However 
identifying how the mainlanders' demand differs from local and foreign visitors 
could be a fruitful move as the Solo Travel Scheme has brought about a larger 
number of mainlanders to Hong Kong, thus，their needs should be differentiated to 
facilitate promotion and management of site. 
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Furthermore, the research fails to cover all possible tourist motivation items. 
Other possible motivation items including status and prestige were not listed in the 
questionnaire (Appendix 1). But the motivation items examined in this research are 
acceptable in the present context. With regard to the assessment on the destination's 
heritage tourism potential, this research only focused on the tangible resources and 
one of the revived intangible assets, the Tanka wedding ceremony, hospitality and 
festivals are not studied within the scope of the present research due to resources 
limitations. There are a number of traditional festivals which possess tourism 
attractiveness including birthday of the Goddesses, the most important festival to the 
local community, the Chong Yeung Festival and the Dragon Boat Festival (Wong, 
W.K., personal communication, April 20, 2006), however they are not considered in 
the study. Furthermore the quality of service, language ability and hospitality of the 
destination were not evaluated. However these components do affect the 
development initiative of the site and is worthwhile for exploration. 
Thirdly, though the market appeal robusticity matrix is effective (du Cros, 2001) 
in identifying tourism potential of the 22 attributes in Tai O, this evaluation model 
could easily give rise to biased grading of the assets. As the assessment based on the 
sub-indicators was graded by researchers, possibility of bias is likely. The 
researchers' cultural background, knowledge of the site, personal prejudice or even 
ethnic background could produce preconception in the data recording process 
leading to biased results. The risk is especially high when assessing the "cultural 
significance" and also the "robusticity" subset (Li and Lo, 2004), as the assessment 
highly depends on the interpretation of the researcher. Although involving the public 
i.e. the local residents and the visitors appear to be an alternative, the pilot study 
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revealed most of the visitors and local residents lack thorough understanding on Tai 
O's assets. Thus, direct grading of the local residents and visitors is not feasible. 
Therefore, to minimize the risk, objectivity of the research could be enhanced by the 
presence of sufficient data, including site observation, documentary support, and in-
depth interviews with local residents who really know the destination. 
Finally, as the study simply explores the market situation of Tai O before the 
tourism cluster has been introduced, this static approach does not allow the 
modification on the market structure brought about by the construction of tourism 
cluster to be analyzed. To complement the dynamic nature of tourism development, 
the results of this study could act as a baseline, information and the changes of the 
market situation could be identified in future. 
9.3 Recommendation for future research 
With the concept of heritage tourism having been accepted in Hong Kong, there 
are spaces for further exploration. In this section, suggestions for further studies are 
recommended. 
9.3.1 Applying the framework and methodology at potential sites 
As the Hong Kong government is increasingly emphasizing on the development 
of heritage tourism as a means to enrich the territory's competitiveness as an Asian 
tourism destination (Tung, 1998; 1999), there is the need to assess the heritage assets 
within the territory. As the market appeal-robusticity evaluation could be used for 
evaluating the tourism potential of assets in different scale, ranging from one single 
asset to a cluster of attributes (Li and Lo, 2004), the application of the matrix is 
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highly recommended in exploring tourism potential and robusticity of assets. The 
process could be done in destinations which presumably have heritage tourism 
potential but without significant tourism activities present. In this way, the potential 
of the unexplored sites could be highlighted while future plans of development could 
incorporate both economic and conservation concerns. The methodology is also 
recommended to sites which have significant tourism activities taking place, as the 
recommended strategy could form the basis for additional promotion or conservation 
efforts required for sustainability. Some of the examples are the outlying islands 
which are renowned for their rural setting and long history of development but had 
received limited attention from the government. Or in a larger scale, the assessment 
could be carried out on heritage sites in Mainland China, as the area is receiving 
increasing flow of tourists in recent decades. 
Secondly, beyond assessing attributes' tourism potential, heritage at a larger 
scale could be developed. To allow the bundle of assets to be developed successfully, 
or reveal the extent of supply of the destination cannot guarantee the experience 
provided can match the needs of the visitors. As the methodology applied in this 
research is effective and provided useful information for marketing and conservation, 
the framework, accounting both for demand and supply context, could be utilized in 
other potential sites. 
9.3.2 Improving the matrix 
At present, the study was divided into two main sections, the demand and the 
supply side. However, when assessing the supply condition of the destination, two 
separate processes are required. First, the potential of the asset has to be evaluated in 
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this case, by the market-appeal robusticity matrix, while another step is needed to 
assess the community's perception and concerns. The two-step assessment is 
resource and time consuming but is the best way to comprehensively evaluate the 
capacity of the destination. This is because the matrix alone does not reflect local 
community's perception, their concern on different impacts brought by tourism 
activities nor their willingness to open up the community's assets for public use. 
However most literature revealed that perceived impact of tourism affects the local 
community's attitude (Gunn, 1988; Choy et al, 1989; Goeldner and Mcintosh, 1990; 
Chen et al, 2000), which is critical to the success of tourism development of a site 
(Hall and McArther, 1998). To ensure the development initiatives could gain the 
support from the stakeholders, the perception and attitude of the locals should be 
assessed. To facilitate the comprehensive assessment of an asset's tourism potential, 
it is recommended to further enrich the resource assessment tool by understanding (1) 
local's perception on both negative and positive impacts from tourism development, 
(2) the willingness of the local community to invite visitation to the community's 
asset. 
9.3.3 Categorize potential visitors 
This study recommended the strategy of selective mode of promotion to 
ensure visitation could bring about the minimal impact on the attributes and the 
destination as a whole. The success of this initiative highly depends on the correct 
allocation of potential tourists into the appropriate market segments. Although the 
study formed three discriminant functions (Chapter 5) aimed at classifying potential 
visitors, due to the low hit ratio in differentiating the novelty seekers and the health 
seekers from the gazers, the functions could not be utilized for future identification. 
2 6 4 
Thus, it is recommended that further exploration on heritage management could 
exert efforts on generating of functions, so that visitors could be allocated to the 
corresponding market segment based on their valuation on motivations and the most 
appropriate information could then be generated. 
9.3.4 The future direction of research 
Having its base on community tourism initiatives, the local community is the 
only stakeholder which has been taken into consideration in this study. In tourism 
industry, other stakeholders include the government departments, tourism operators 
and the travel agents (Lo, 2004) who play an important role in planning and 
management processes. In Tai O, problematic relationship between the government 
and the local community could be dated back to the colonial period (Hon, 2001). It 
was illustrated in recent years by their differing attitude towards the stilt-houses. The 
government only views the stilt-houses as squatter, thus, limited measure had been 
placed on their preservation, while the Tanka people recognizes the asset as their root. 
Consequently, protests were staged by the stilt-houses residents in 2000 when the 
government refused to provide assistance in the reconstruction after the fire which 
burnt down one sixth of the stilted structures in Tai O (Hong Kong Commercial 
Daily, 2000). The incident revealed the conflicting relationship between tourism 
development and conservation issue. 
As revealed by McKercher et al, (2005) there are altogether seven types of 
relationships between management and development of a site ranging from the 
immature to the mature form. Which type of relationship is most commonly found in 
Tai O is yet to be established. Research could be done to identify the kind of 
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relationship existing at different assets and the possible way to upgrade the 
relationship into a more mature one. Thereby further research worth exploring the 
relationship between the stakeholders which can then generate practical channels 
under the existing political framework to encourage co-operation and gap reduction. 
This does not only allow the reduction of hurdles in the implementation stage, but 
also enhance financial and marketing support from these stakeholders. 
Regarding the development of tourism clusters on Lantau Island, changes might 
take place in the historical fishing village, Tai O. In the recent decade, the 
government had realized the potential of developing tourism projects on a district 
basis so as to obtain the benefits brought by the clustering of tourist attractions (Siu, 
1999). Cluster development on Lantau Island includes the Hong Kong Disneyland, 
the Big Buhhda, the Ngong Ping 360 and Asian World expo among others. There are 
also suggestions for golf course, resort facilities, additional theme park, etc in the 
Lantau Conceptual Plan (Planning Department, 2005b). While these efforts highlight 
the attractiveness of Lantau Island as a "mass tourism" destination, how this will 
affect the flow of visitors to Tai O will be worthwhile studying. Further research on 
how the market segment will change in Tai O is thus worthy of further exploration. 
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Appendix 1 
Questionnaire for Tai O visitors 
We are researchers of the Chinese University of Hong Kong. We are carrying out 
research related to community based sustainable heritage tourism of Hong Kong 
with specific case study on Tai O. Please spend a few minutes to fill in the 
questionnaire, and all the information will be kept confidentially. Thank you! 
1. Nationality : • HKSAR • Mainland • Overseas visitor : 
A. The following questions are related to the push factors that push you to visit 
the rural area. Strongly Disagree Strongly Agree 
2. To have enjoyable time with family 1 2 3 4 5 6 
3. To build friendship 1 2 3 4 5 6 
4. To enjoy adventure 1 2 3 4 5 6 
5. To take a rest -relaxation 1 2 3 4 5 6 
6. To get away from everyday life 1 2 3 4 5 6 
7. Seeing as much as possible-exploring 
another side of HK 1 2 3 4 5 6 
8. To observe the natural resources 1 2 3 4 5 6 
9. To appreciate the historical/ cultural 
resources 1 2 3 4 5 6 
1 2 3 4 5 6 
10. Going to places that have not been 
11. Participating in sports 1 2 3 4 5 6 
12. For better air quality 1 2 3 4 5 6 
13. For tranquility 1 2 3 4 5 6 
B. The following questions are related to the reason (the pull factors) why you 
choose Tai O as your destination. Strongly Disagree Strongly Agree 
14. Valuable natural resources 1 2 3 4 5 6 
15. Valuable cultural and historical resources 1 2 3 4 5 6 
16. Well preservation of heritage 1 2 3 4 5 6 
17. Unique setting 1 2 3 4 5 6 
18. Tranquil rest area 1 2 3 4 5 6 
19. Resources for hiking 1 2 3 4 5 6 
20. Outstanding scenery 1 2 3 4 5 6 
21. Convenient transportation 1 2 3 4 5 6 
22. Low transport cost 1 2 3 4 5 6 
23. Each attraction is well linked 1 2 3 4 5 6 
24. Well-organized tourist information system 1 2 3 4 5 6 
25. Clean washrooms 1 2 3 4 5 6 
26. Interpretation facilities \ 2 3 A 5 6 
27. Convenient eateries 1 2 3 4 5 6 
28. Unique tourism product 1 2 3 4 5 6 
O O N T I N O ^ 
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C. Visiting pattern 
29. Have you heard about the term "Heritage Tourism"? Yes / No 
(If No. please shifts to question 31) 
30. What do you know about heritage tourism? (You can choose >1 options) 
• no different from mass tourism • attract as many tourists as possible 
• contain cultural elements • contain natural elements • educational 
• reflects our past • manage the no. of visitors to prevent overcrowding 
• with lots of shopping activities 
31. Do you see the resources in Tai O as part of your own heritage? Yes/ No 
32. What is your strongest image over the Island before your arrival? 
• rural village nVenice of the East • resort area 
• similar to other Islands • prosperous area •Others 
33. Do you know the site contains before your arrival: (Can choose more thanl) 
• stilt-houses • fishing activities • salt pan • temples 
• the cultural workshop • mangroves • marine product • others 
34. Who are you visiting with? (You can choose >1 options) 
• families • friends • schoolmates • tour groups • alone 
35. Number of companions • ! 口<5 nS-lO •>11-19 ^>20 
36. If you will return in the future, which time of the year will you choose? 
(both I +11 needed to be filled in) 
I • spring • summer •autumn • winter 
II • public holidays • non pubic holidays 
37. How many hours have you stayed on the Island? 
38. What are the activities you participated in? (You can chose >1 options) 
• have meals • hiking • site seeing 
• taking photographs • buying souvenirs • boating • others 
39. Will you recommend the site to the others? Yes / No 
40. Overall satisfaction over the sites' Strongly disagree Strongly agree 
cultural resources 1 2 3 4 5 6 
41. Overall satisfaction over the sites' 
natural resources 1 2 3 4 5 6 
42. Will you return in the future? nYes DNO 
O O N T I N O ^ 
3 0 0 
43. How did you get the information related to Tai O? (Can choose > 1 Options) 
• TV/Radio • magazines • newspaper • past experience 
• others' recommendation • internet • green groups • others 
44. Did you/ will you visit other places today? nYes nNo Where: 
Personal Information 
45. Do you have any recommendations regarding tourism development in Tai O? 
46. Gender: nMale • Female 
47. Age: •<18 •18-24 •25-34 •35-44 •45-54 •54-64 ^>64 
48. Education Level: • primary • secondary • tertiary 
49. Occupation: • student • educational sector • executive engineer 
• service Sector • unskilled Workers • retired • others — 
50. Monthly Income: •<US$640 nUSS 640-1280 •US$1281-$1920 
•US$1921-$2560 •US$2561-$3200 •US$3201-$3840 
•US$3841-$4490 •US>$4491 
Your suggestion on heritage tourism and future development and management of this 
site is highly appreciated. Your participation will have a great contribution to this 
research. 
Your personal information will only be used in this research and will be kept 
confidential. 
This is the end of the questionnaire^ thank you. 
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Sub-indicators for assessing the local attributes 
Tourism sector's concern: 
Market Appeal: 
1. Ambience and setting 
Poor 0 1 Adequate 2 3 Good 4 Excellent 5 
2. Well known outside local area 
Not at all 0 1 Somewhat 2 3 Quite Well 4 5 
3. Important icon 
No 0 Has some potential 1 -3 Yes 4 5 
4. Can tell a "interesting" story —evocative place 
No 0 Has some potential 1 -3 Yes 4 5 
5. Has some aspect that can distinguish it from the nearby attractions/ attributes 
Poor 0 1 Adequate 2 3 Good 4 Excellent 5 
6. Appeal to special needs or uses that would also attract tourists (e.g. festivals, 
sports, events, eateries) 
No 0 Has some potential 1 2 3 Yes 4 5 
7. Complements other tourism products in the area 
NoO Somewhat 2 3 High 4 5 
8. Tourism activities in the region 
Not at all 0 1 Somewhat 2 3 High 4 5 
9. Destination associated with culture or heritage 
Not at all 0 1 Somewhat 2 3 high 4 5 
Product design needs 
10. Assess to asset's features 
Low 0 Medium 1 High 2 3 
11. Good transportation/ access to assets 
Very remote/difficult 0 Easier to reach 1 2 Access excellent 3 4 
12. Proximity to other heritage assets/ attractions 
Very Remote/ Difficult 0 Easier to reach 1 2 3 Short walking Distance 4 5 
13. Amenity (washrooms, parking, pathways, availability of information, 
refreshments, signs, maps) 
Poor 0 Adequate 1 2 Good 3 4 Excellent 5 
For the tourism sector 
Low appeal二0-20 Moderate appeal =21-40 High appeal = 41-62 
3 0 2 
Heritage Management 
Cultural and ecological significance 
14. Aesthetic value (including architectural value in the case of buildings) 
Low 0 Medium 1 High 2 
15. Historical Value 
Low 0 Medium 1 High 2 
16. Education Value 
Low 0 Medium 1 High 2 
17. Social Value 
Low 0 Medium 1 High 2 
18. Scientific value / Research potential 
Low 0 Medium 1 High 2 
19. Environmental/ ecological importance 
Low 0 Medium 1 High 2 
20. Rare or common heritage asset type in the region 
Common site type 0 Less common site type 1 Rare site type 2 unique 3 
21. Representatives at the destination 
Poor 1 Good 2 3 Excellent 4 
Robusticity 
22. Fragility of the attributes 
Very Fragile 0 1 Quite Fragile 2 3 not Fragile 4 
23. State of repair/ conservation 
Poor 0 Fair 1 Good 2 3 Excellent 4 
24. Management plan or policy in place 
Poor 0 In preparation 1 2 3 4 Yes 5 
25. Regular monitoring/ maintenance 
Poor 0 Fair 1 2 Good 3 4 Excellent 5 
26. Potential for on going involvement and consultation of key stakeholders 
Poor 0 Adequate 1 2 good 3 4 Excellent 5 
27. Possibility of negative impacts of high visitation on 
(a) fabric of the attribute/ survival of the vegetation 
High possibility 1 Medium possibility 2 3 4 Low possibility 5 
(b) lifestyle/tradition of the local communities 
High possibility 1 Medium possibility 2 3 4 Low possibility 5 
28. Possibility of modifications (as part of product development) to have negative 
impacts on: 
(a) fabric of the attributes 
High possibility 1 Medium possibility 2 3 4 Low possibility 5 
(b) lifestyle and cultural traditions of local communities 
High possibility 1 Medium possibility 2 3 4 Low possibility 5 
For cultural heritage management sector 
Fragile/low cultural values=0-20 Moderate=21-40 High = 41-62 
*Modified from Planning for sustainable cultural heritage tourism in Hong Kong SAR: Final Report 
to the Lord Wilson heritage trust council (du Cros, 2000pp. 15), Cultural tourism: the Partnership 
between Tourism and Cultural heritage Management (Mckercher and du Cros, 2002, p.191) and 
Applicability of market appeal-robusticity matrix: a case study of heritage tourism (Li and Lap, 2004) 
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Appendix 1 
Structured in-depth interviews with Tai O residents 
We are researchers of the Chinese University of Hong Kong. We are carrying out 
research related to community based sustainable heritage tourism of Hong Kong 
with specific case study on Tai O. The interview will take around 30-45 minutes to 
complete and all the information will be kept confidentially. Thank you 
1. Have you ever heard of the term heritage tourism? Yes/ No. 
(If No, jump to question 3) 
2. What is your perception over heritage tourism? (Can choose more than 1 option) 
• not different from mass tourism • a kind of sustainable tourism 
• attract as many people as possible • should not let the tourists crowded the area 
• building more man made attractions 
• consider conservation and preservation of the heritage 
3. Do you like people coming to visit your community? Yes/No 
4. Which do you prefer more? More contact with visitors/ fewer contacts with 
visitors 
5. Have you notice any changes brought to the community by the visitors? Yes/ No 
Positive Negative 
6. How do you feel about the changes brought? 
1 I 2 I 3 I 4 I 5 I 6 
Please identify the level of disturbance regarding the increasing number of 
visitor: 
Not disturbing Very disturbing 
7. The noise produced | l | 2 | 3 | 4 | 5 | 6 
Reason 
8. Littering | l | 2 | 3 | 4 | 5 | 6 
Reason 
9. Conflicts with visitors due to cultural and language difference 
可 I 2 I 3 I 4 I 5 I 厂 
Reason 
10. Traffic congestion | l | 2 丨 3 | 4 | 5 | 6 
Reason 
11. Vandalism | 1 | 2 丨 3 | 4 | 5 | 6 
Reason 
12. Intensify competition for local facilities | l | 2 | 3 | 4 | 5 | 6 
Reason 
13. Air pollution due to more buses coming in | 1 | 2 | 3 | 4 | 5 丨 6 
Reason 
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14. The modification of the original environment 
~ T I 2 I 3 I 4 I 5 I 
Reason 
15. The change in authenticity/ original atmosphere 
| l | 2 | 3 | 4 | 5 | 6 -
Reason 
16. Regarding the disturbance have you ever complain to the authority? Yes / No 
17. If Yes, which authority? 
18. Did the situation improved afterwards? Yes / No 
The level of importance of the benefits brought by the visitors: 
Least important Most important 
19. More business opportunities | 1 | 2 | 3 | 4 5 6 
Reason 
20. Provision of more job opportunities | l | 2 | 3 | 4 | 5 | 6 
Reason 
21. More attention from the government | l | 2 | 3 | 4 | 5 | 6 
Reason 
22. More resources is given by the government | l | 2 | 3 | 4 | 5 | 6 
Reason 
23. To let more people know about Tai O | 1 | 2 | 3 | 4 | 5 6 
Reason 
24. To let foreigners know more about Chinese traditions 
" T I 2 I 3 I 4 I 5 丨 厂 
Reason 
25. Enhance the unity of the local community | l | 2 | 3 | 4 | 5 | 6 
Reason 
26. Allow the community to have a better understanding over itself 
~ T I 2 I 3 I 4 I 5 I 厂 
Reason 
27. Help to preserve / remind the traditional value and the custom 
f T I 2 I 3 I 4 I 5 I 厂 
Reason 
28. Is there any organization which assists the community to develop tourism on the 
Island? (If No, please jump to question 31) Yes / No 
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29. If yes, which one? 
30. If yes, what kind of tourism are they promoting? 
• mass tourism • heritage tourism • cultural tourism 
• ecotourism • nature based tourism mothers 
31. Are you willing to participate in the provision of tourism activities at the 
destination? Which are the activities you would like to participate in? 
(can choose more than 1 option) 
• enroll in training course and become interpreters/tour guides 
• open stilt-houses for visitation 
• participate in meetings on tourism issues 
• preservation of heritage 
• demonstrate local products' production 
32. Which of the following activities could increase the attractiveness of the 
destination? (can choose more than 1 option) Reasons and problem faced 
• rebuild ruined stilt-houses for visitation 
• promote the natural resources 
• reintroduction of hand-pulled ferry 
• demonstrate local products' production 
• introduce interpreters at different attractions 
• introduce festivals and ceremony 
• reduce overcrowding 
33. What is the most important factor for successful tourism development on the 
Island? 
(can choose more than 1 option) Reasons and problem faced 
• government Support 
• promotion by the green groups 
• promotion by the tourism Board 
• promotion by Local community 
• collaboration among the above organization 
• others 
34. Are you involved in any type of business operation on the site? 
35. How long have you been living in the community? 
<1 year 2-5 years 6-10 years 11 -20 years >20 years others 
36. Gender: Male / Female 
37. Age: •<18 •18-24 025-34 035-44 045-54 054-64 ^>64 
Your suggestion on heritage tourism and future development and management of this 
site is highly appreciated. Your participation will have a great contribution to this 
research. Your personal information will only be used in this research and will be 
kept confidential. 
This is the end of the questionnaire^ thank you 
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